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; THE APEX ELECTRICAL MANUFACTURING COMPANY 
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OPPORTUNITY 
AWAITS YOU... 
THE APEX FRANCHISE 
OPENS THE DOOR 
TO POSTWAR PROFITS! 
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The Apex Postwar Profits Plan offers the outstanding 


selling opportunity for the postwar appliance market 
—a complete line of precision-made washers, ironers, 
and vacuum cleaners, including a new sensational 
automatic washer that is destined to revolutionize 


home washing methods. 


There are still a few opportunities for Apex distrib- 
utor and dealer outlets. Your community may be one. 
Write at once for the Apex Postwar Profits Plan, and 
learn how you may qualify as an Apex authorized 


dealer and obtain an Apex Preference Certificate. 


THE APEX ELECTRICAL MANUFACTURING COMPANY - CLEVELAND 
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The Importance of Getting Ready 


ANY well informed Washington observers now 

M tend toward the opinion that after V-E Day 

(Victory in Europe) cutbacks from war produc- 

tion levels will be more rapid and greater in extent than 

the 20 to 40 percent thought probable only a few weeks ago. 

Already the backlog of steel orders begins to decline; 

more spot authorizations are made ; appliance manufactur- 

ers are encouraged to expect an increase in permission to 
make parts against the day of partial reconversion. 

There is, unquestionably, a great pent-up demand for 
appliances. But the prevailing opinion has been that 
resumption of supply will be slow and that this deferred 
need for new washers and cleaners and refrigerators and 
all the rest of our merchandise, will maintain an immense 
sellers market for a very long period. 

But just suppose that isn’t so? Say that reconversion 
to civilian goods, spurred by the need to maintain employ- 
ment is much more rapid than conversion to war produc- 
tion was in 1941 and 42. Indeed it should be, because the 
makers will be dealing with familiar problems of produc- 
ing established models instead of facing the new and un- 
known technics of armament making. 

These things are much in the minds of industry leaders. 
T. J. Newcomb, sales manager, Electric Appliance Divis- 
ion, Westinghouse, voiced what many are thinking, when 
in a recent speech he said: “I am not a subscriber to the 
popular prediction that pent-up demand and stored-up 
wealth is going to take merchandise away from us for 
too long a period. A buyers market can develop much 
quicker than we expect, and perhaps wishful thinking at 
that time may be too late.” 


IGHT now is a good time, then, to get rid of the 
blissful vision of a period of effortless selling when 

all the responsibility and the headaches would be those of 
the producers and the sellers would just allot the appli- 


ances as they came off the lines. Some hard headed think- 
ing and planning now for forceful and effective selling 
later is the best, in fact the only way, to be sure that the 
great potential that now exists can be as early as possible 
realized. 

For if resumption were to be sanctioned next week or 
next month, or three months from now, it would be the 
selling forces of the appliance business that would be 
least ready. 


O QUOTE Mr. Newcomb again, “Take our sales 

organization for example—there is no phase of any 
business that has disintegrated so completely and definitely 
in this war period as the sales organization. Most of the 
salesmen have gone to war, taken war jobs, or been fired. 
The few that are left are rotting on the vine with bloated 
indifference. Yet, when that evil post-war day of supply 
exceeding demand really arrives, a well trained, hard 
hitting sales organization will be our only salvation.” 

Now this message is not for the manufacturer only, or 
the distributor. It applies with equal or greater force to 
the retailer. Manufacturers and distributors have kept 
at least skeleton sales forces in being, but where today is 
a retailer’s appliance salesman? Those now in factories 
can be brought back if terms and conditions are right, as 
G. E. Stedman reports in this issue of ELEcTRICAL 
MERCHANDISING, after a considerable survey of what 
these ex-salesmen are expecting. 

But to accomplish this the retailer should now be setting 
his plans to meet these expectations and to create the 
conditions necessary to get and hold the men who alone 
can meet the competition of all the other appeals for our 
potential customers dollar. 
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Captive Latch Seat 


Has New Design 
Due To Changeover 


The improved latch seat on steel reflectors 
of current Sylvania manufacture results 
from a lesson learned from making. the 
war-inspired composition reflector. To 
prevent wear of the composition at the 
latch bearing-point, a zinc-plated piece 
was designed to protect the reflector. 

In going back to steel reflector produc- 
tion, tests showed that repeated turning 
of the captive latch tended to wear away 
the finish, thus opening the way for rust. 
Using the idea obtained from war’s neces- 
sity, the present steel reflector contains a 
zine-plated latch seat riveted to the re- 
flector itself to counteract rusting even in 
high humidity atmospheres. 





: nit Ree po? 

New “‘captive latch”’ seat which prevents 

rusting, is finished with enamel to insure 
maximum light reflection. 





Dip You KNOow... 











That Sylvania Near Ultra-Violet Lamps are 
being used to illuminate fluorescent dials on 
airplane instruments? Other uses for these 
lamps may be found in inspection work. 

* * * 
That Sylvania Germicidal Lamps, properly 
applied, can keep air-borne bacteria down to 
a minimum? They are used to prevent the 
contamination of foods, drinking glasses, 
and dishes. 

* * * 
That the human eye can follow the motion 
of an airplane propeller turning at full 
speed, with the aid of a Sylvania electronic 
tube called the Strobotron? The tube is used 
to produce pulsating light which, when 
timed to the revolutions of the propeller, 
can make it appear to slow down or stop. 


SYLVANIA ELECTRIC 








Fixture Division Opens New 
Lowell Plant For Devices 


Fluorescent Starters And Switches 
Are Among Lighting Products 


Fast delivery of starters and lampholders is being made possible by Sylvania’s 
new plant at Lowell, Mass. By concentrating manufacture of these items 
under one roof, improved service to customers is now being realized. The 
new unit brings the number of Sylvania plants working exclusively on 


FIXTURE PACKAGING 
SAVES SHELF SPACE 


Improved Sylvania fixture cartons are 
saving both warehouse room and paper 
stocks. Application of engineering princi- 
ples in the current conservation campaign 
has resulted in a direct benefit to whole- 
salers. Stock-room shelves accommodate 
more supplies due to the smaller packages. 

The Sylvania product engineering de- 
partment set about to develop “the per- 
fect package.” The results of this package 
research brought about the current carton, 
which holds auxiliary equipment and fix- 
ture in addition to the fluorescent lamps. 

In a single department alone, approxi- 
mately 2,500,000 square feet of corru- 
gated paperboard will be conserved by 
Sylvania in 1944, 





“But Officer, it was a gift. Don’t you see 
it says, ‘In appreciation for recommend- 
ing Sylvania F luorescent Lighting, from 
the Eye-to-the- Future Corporation’?” 





lighting products to five. 

Housed in a modern building containing 
26,000 square feet of floor space, the plant 
incorporates many new features to speed 
production and maintain the quality of 
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One of Sylvania’s 500 employees at a 
new big test rack in the Lowell plant. 


Sylvania products. Improvements include 
larger test racks and modern facilities for 
handling, producing, and shipping. 

The Lowell Plant employs about 500 
people, the majority of whom are women 
whose dexterity contributes to high prod- 
uct quality. The unit, moreover, is fresh 
illustration of the company’s policy of de- 
centralizing manufacture, a proven aid in 
producing better lamps, fixtures and parts. 
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Workers at benches producing starters 
in excellently lighted room. 


PRODUCTS INC. 


Salem, Massachusetts 


MAKERS OF FLUORESCENT LAMPS, FIXTURES, ACCESSORIES, INCANDESCENT LAMPS, RADIO TUBES, CATHODE RAY TUBES ELECTRONIC DEVICES 
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Prediction of Things toCome at 


J. B. WHITE & Company 
of Augusta, Ga. 


“Your suggested 1945 Washer De- 
partment floor plans are very timely. 
They give us the very ideas we need to 
make this department one of the most 
outstanding in our community, be- 
cause your design permits installation 
and complete demonstration facilities for 
ali types of washers in a minimum of 
space, and, believe me, that has always 
been a problem with us.” 


E. J. GANNON, President 
J. B. WHITE & Company 
Augusta, Georgia 


The EASY Post-War Sales Bulletin 


No. 13 


Post-War Washer Sales 
can begin here! See one 
of these plans come to 
life in your store. 


YES, Mr. GANNON, YOU'RE SO RIGHT 
ABOUT TOP-PRICE WASHER SELLING! 


Let Easy’s Idea Book help you, too, 
stage demonstrations and close sales! 


R. GANNON knows that the best way to sell 
M Washing Machines is to show them in use. Agreed! 
But you can’t show washers in use unless you’ve got the 
proper set-up. Easy has gone a long way in solving that 
perpetual problem by developing a set of practical, easy- 
to-build display plans that feature washer demonstrations. 


Demonstrations provide the means of selling premium- 
— machines on which you will make the most profit. 

emonstrations save service calls later. They keep the 
sales staff alert. And the Easy Sales Training Course (com- 
ing soon), will help sell more high-unit machines. 


If you haven’t seen our Idea Book of suggested displays, 
for large and small stores, do so at once. Get started on 
the building of a demonstration display suitable for your 
store. Be ready! 


Just as soon as we can get into normal washer production 
you can sell our popular Spindrier. The public has been 
sold this machine by national advertising throughout the 


HOME LAUNDRY EQUIPMENT SPECIALISTS FOR 67 YEARS 
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war years. They know the Spindrier. From their view- 
point ...and yours... it’s been time-tested (for 18 years) 
and field-tested in hundreds of thousands of homes. With 
Easy you have a brand that has a solid future. 


Write today for appointment 


Do as other successful retailers are doing ... make plans 
now to sell by demonstrations. Here’s the Easy way! 
Write us on your letterhead for an appointment with a 
field representative to show you our book of demonstra- 
tion displays. No obligation. Address Easy Washing 
Machine Corporation, Dept. EM-11, Syracuse 1, N.Y. 
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NO TIME TO SPARE... 


\larm clocks are to be handled with care in these days 
of critical shortages. But we foresee more abundant 
days coming. We are preparing for them with new and 
vlorious designs of Sessions Self-starting Electric Clocks. 


When fine materials are released and our workers can 


turn from war work to skilled clock-craftsmanship, you 


ean stock, sell and profit by the greatest line of clocks 
ever produced under the famous Sessions name. A 
nation-wide advertising and merchandising campaign 

designed to attract to your store many clock prospects 
in your community — will simplify your sales. The 


Sessions Clock Company, Forestville, Connecticut. 


y * 
essions (locks 


“The House of Westminster Chimes” 
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INFORMATION PLEASES... 


when radio dealers learn about Majestic! 


Here's a company with one of the great names of radio—a name which, 
according to independent surveys, rings the bell of recognition with 
88 out of every 100 of your potential customers...a name which is 
familiar through actual ownership, past or present, to 24.5% of the radio- 
buying public...a name which is being made even more familiar today 
through consistent advertising in the nation’s major markets. 
Here's a company whose exclusive post-war interest is radio, and the 
radio dealer. A company with young, vigorous, sales-minded manage- 
ment...with an alert, product-wise engineering staff — your assurance 
of right products, right timing, right promotion, right pricing. 
Here, finally, is a company with a unique plan—Controlled Distribu- 
tion— designed to protect its dealers, on the Majestic line, against price- 
cutting, parlor-dealing, wild trading and all the other tactics which 
a!l too often take the profits out of radio retailing. It’s a plan which 








Majestic Radio & Television Corporation 





makes it possible for the legitimate dealer to make a legitimate profit on every sale, 
kk & * 

Is it any wonder that far-sighted radio dealers are pleased when they learn 

all the facts about Majestic! 

You'll be pleased, too, when you receive information about the Majestic 
organization and the Majestic way of operating — when you realize what 
a Majestic franchise will mean to you. 

So that you may have this information, we invite you to send today 
for your free copy of the new Majestic brochure, Blueprint for Peacetime 
Profit Planning. When you read it, you'll see why — 


Majestic Means Business 
...and lots of it! 


MAJESTIC RADIO & TELEVISION CORPORATION * CHICAGO 32, ILL. 


Name of Firm 


Chicago 32, Illinois Address 
INFORMATION PLEASE! I'd like to know 
RADIO TELEVISION ELECTRONICS more about your organization and your plans. City 
Please see that I receive a copy of the bro- 
chure, Blueprint for Peacetime Profit Planning. CE a ia ccctieventardaond State 
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WE'LL BUY AN 
OIL RANGE 








AN LP-GAS 
RANGE FOR US 


WE'LL CHOOSE A 
COMBINATION 
RANGE 





AN ELECTRIC 
RANGE HERE 













You Can Get Your Share of a 
$500,000,000 a Year Market 
With FLORENCE RANGES 


@ The postwar range market will be really 
BIG — estimates place it as high as $500,- 
000,000 a year. Undoubtedly you are plan- 
ning to get a major share of the sales 


in your territory and we know Florence 





Ranges can help you reach your goal. 


Our designers and engineers have plans 





ready for all our first postwar ranges. They 
will include: 1. GAS RANGES, 2. LP-GAS 
RANGES, 3. ELECTRIC RANGES, 4. OIL 
RANGES, 5. COMBINATION RANGES. Yes, and 


the Florence line will not only offer every 








kind you need but an assortment of sizes 
and accessory features that will completely 
cover every purpose and pocketbook. 





Right now we are remembering that 
Victory on all fronts comes first. War work 
is still our number | job. 


. FLORENCE 


FLORENCE STOVE COMPANY... General Offices and Plant: t LE C T R | C R A N G ; 5 
Gardner, Mass. Western Offices and Plant: Kankakee, Ill. Sales GAS RANGES “ oil HEATERS 
Offices: No. 1 Park Avenue, New York; 1459 Merchandise Mart, 

Chicago; 53 Alabama St., $.W., Atlanta; 301 No. Market St., Dallas. 7 sa 








The Army-Navy 
“E” flies above 
our Kankakee 
Shell Plant, for 
excellence in 
war production, 
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Here's a Retailer who is clinching 
future sales... 






PREFERENCE / 
DELIVERY IC 
QUOTA a 


The post-war plan Hiateaicking NOW! Alert Retailer operates effective Emerson 
P. D.Q. plan to cement sales now—for 


future profits. 


— fKimerson kato 


P.D.Q. PREFERENCE DELIVERY QUOTA Plan—for GREAT ENGINEERING IDEAS IN SMALL PACKAGES 
Franchised Emerson Radio dealers. A complete merchandising __ COMPACT, EFFICIENT, FINE 


set-up that is pulling customers into dealers’ stores for service 





Ask your Emerson Radio distributor 





and for goods now on hand—piling up for them “preference” For Outstanding. Accomplishment 





we) WG 
orders for the new “miracle sets” as soon as they come off the line. ,A AIL COUPON, sched 00 your lenechesd, for 
complete details of Emerson Radio’s spectacular P.D.Q. Plan. 


P.D.Q, is being featured in Emerson Radio's national adver- 


tising. The merchandising” package” includes powerful window Emerson Radio & Phonograph Corporation 
; . ‘ : : : 111 Eighth i ode 
and store displays—with impressive Preference Registration - i coeenctatteaniaaee 
entiemen : 


Book and tie-up Consumer Certificates for later follow-up—all tate « cnet eae nd an bee von 


at No cost to you. P.D.Q. plan. Please send details. 


Name of Individual 








P.D.Q. merits your immediate action. Call your Emerson Radio Tn 

















distributor now for complete details—or write direct to factory. | Street | 
City Srate. 
EMERSON RADIO AND PHONOGRAPH CORP., New York JI,N.Y. L EM2_| 
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hile working on California’s Shasta Dam, largest over- 
flow dam in the world, Tower Foreman Lee King slides 
out onto cableway to make repairs. 
Because this picture ran in LIFE, it was seen by millions 
f Americans, from coast to coast. 


How can this affect you, as a dealer in nationally adver- 
tised electrical products? Read what Mr. E. M. Dupree, 
Pres. of Star Electric & Engineering Co., Houston, 
Texas, says about LIFE: ‘Il would guess 50% of the 
people in Houston read LIFE. And among our customers 
and associates, I'd say 75% read it. I feel sure LIFE’s 
popularity is greater than that of any other magazine in 
this community.’’ 


Mr. Dupree’s estimate of the LIFE readers in Houston may 
very likely hold true in your community, too. Because week 
after week, LIFE holds the attention, stimulates the think- 
ing, and increases the knowledge of more people than any 
other magazine in America. 


Millions saw cable-climbing King 





LIFE offers FREE to Retailers a series of 20 posters 


“We are United Nations” is the title of a series of 20 
posters, each poster measuring 26” x 39”. With huge 
photographs the posters high-light the people of the 
United Nations. 

You can use these in your windows or on store 
walls as a complete exhibit of 20 posters; yOu can use 


More readers every week than 
any other magazine in America 
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them 10 posters at a time, or you can rotate them 4 
or 5 at a time. This exhibit will give a striking and 
patriotic background to your part in the Sixth War 
Loan. It will be sent to you without charge upon 
request to LIFE, Room 3226, 9 Rockefeller Plaza, 
New York 20, N. Y. 











EC 


















AX 
\s Keep 


Stop ’em a. -— 
Tell’emin \\-- 
Sell ’em — tomorrow wit 


FILTER QUEEN 


Drorien’s BAGLESS Cleaner 


Here’s a new vacuum cleaner that banishes the most 
disagreeable chore of housekeeping. Not since vacuum 
cleaners were invented has there been an improve- 
ment so sensational, so appealing to women! Not 
just more chromium finish or a new headlight for 
show, but a basic, patented invention that makes 
FILTER QUEEN a fast over-the-counter seller and 
the outstanding buy in the yacuum cleaner field. Read 
the exclusive features of FILTER QUEEN ... visualize 
what a whale of a demonstration can be made with 
the only cleaner of its kind. Consumer tested, con- 
sumer accepted... FILTER QUEEN is destined to be 
the fastest selling vacuum cleaner in America. 


HEALTH-MOR, Inc. 


203 N. WABASH AVENUE, CHICAGO 1, ILLINOIS 




























QuICK DELIVERY 
WE NOW HAVE DIES, JIGS, AND TOOLS. NO 
LONG WAITS FOR PRODUCTION! 


Exchuirive 
FEATURES! 


eNO dirty, germ-laden 
bag to empty. 





@ Empty sealed dust pan 
only once a month. 

@Unconditionally 
GUARANTEED to in- 
stantly pick up dog hair, 
lint and litter. 





@ Patented air sealed, 
locked-tite connections 
on all attachments. 


@ Scientifically sound- 
proofed Black and Dec- 
ker motor for quiet run- 
ning. 








DISTRIBUTORS AND DEALERS 


Write todoy for illustrated folder 














and complete information about a A fheéewaada 7} 
fronchise. Release side Jatches. Lift off power unit. Unsightly dirt still Invert to release dirt 
concealed. and filter. 
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6 out of every 10 persons say television pictures 


of present-day clearness are acceptable to them and they will 


not delay purchase after victory to await improvements. 


4 out of every 10 persons say they plan to buy a 
television receiver as soon as new sets are manufactured and 


released for sale after the war. 


6 out of every 10 persons not planning to buy im- 
mediately after the war say they expect to buy within 3 years. 


8 out of every 10 persons have already witnessed 
a television program on a television receiver set. (3 stations 
are now telecasting in the New York area. ) 

The Public wants Television! We believe it will be agreeably 


surprised, for while war halted Television expansion, it did 


not halt DuMont research. A vast improvement over present- 
day video telecasting and reception waits only on the lifting 
of war restrictions on materials. DuMont contributions to this 
advancement are fascinating and impressive! 


DuMont national advertising is intensively cultivating your 
postwar television market for you— in ads that whet desire for 
fine quality receiving sets embodying the best in engineering 
performance and artistry; sets that are profitable to handle, the 
kind that DuMont will build. When DuMont resumes manu- 
facture, its line will be complete, including radio and phono- 
graph combinations. And to bulwark DuMont prestige, we 
plan to establish technical training schools for television ser- 
vice and repair men so that DuMont distributors and DuMont 
dealers will be able to assure their customers satisfaction. 


e 6 out of 10 
Will Buy Television 


Here are the highlights of a Television Survey 
just completed for us in residential suburbs 





surrounding New York City. We know you'll 
find them interesting ...as these results may 


reflect buying opinion in metropolitan areas 


generally. The Public wants Television! 
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Copyright 1944, Allen B. DuMont Laboratories, Inc 


gs 


A REHSOPE HB Crowes arte Sector pe. 


ALLEN B. DuMONT LABORATORIES, INC., GENERAL OFFICES AND PLANT, 2 MAIN AVENUE, PASSAIC, N. j. 
TELEVISION STUDIOS AND STATION WABD, 515 MADISON AVENUE, NEW-YORK 22, NEW york 
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The “U” Plan for “V” Day inaugurated over a ment have come in for careful consideration. New products 
year ago was the first indication of Universal’s have been added to Universal lines—old models have been 
forward march to market. Full page color eliminated. Universal housewares and appliances have been 
advertisements are now running in 14 national completely redesigned for post-war production. 
magazines delivering more than 40 million “U” 
Plan messages to consumers. Over 16,000 deal- 
ers are taking advantage of the “U” Plan Local 
Promotion Program and its supplementary 
services such as the “100 Letter Plan,” the “Dealer’s Digest,” 
Store Planning, Planned Selling and Sales Training. 


Ask your nearest Universal Distrib- 
utor for a presentation of “FORWARD 
MARCH TO MARKET’—the fascinat- 
ing story of Universal’s preparation 
for post-war appliance selling. Find 
out how you can secure the valuable 
Universal franchise in your 
community. 
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Universal’s Own Planning for “V” Day 


While offering dealers a systematic, down-to-earth post-war 
plan, Universal has also been busy putting its own house in Universal Electrical Appliances Distributed in Canada 
order. Personnel and physical plant facilities in every depart- Exclusively by Northern Electric Company, Ltd. 











IC, N. J. 
y YORK 
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Line up with Nineteen Hundred and 


you'll have a powerful “full house 





‘Your Unquinies 
QE Onvited 


X 
NONEUEEN @ , 
SIUWILDGL ELD 


ST. JOSEPH 


A complete line, ready to 





“show” 


when the public “calls.” Whirlpool 


Wringer Washers, Portable 


Washers, Cabinet Ironers, Portable 


lroners and the new WHIRLPOOL 


AUTOMATIC give you a pat hand! 


- DISTRIBUTORS 
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fol Chores trom Cellar to Attic 


Now each 1s done soAutomatic 


All You do 1s simply List em 





And give em to our Home Cleaning System! 














No—house cleaning in the postwar years will not be 
quite as easy as this, but it’s going to be far easier than 
American housewives have ever known before. 

Because Eureka’s new Miracle Way to clean house is 
on the way—ready right now for immediate production 
after Victory! 

Here is more than just a vacuum cleaner—it’s a com- 
plete Home Cleaning System, tailor-made to fit the clean- 
ing needs of any home! Tailor-made to do every home 
cleaning job from cellar to attic — and do it easier, 
faster, better! 

And this new Home Cleaning System is only one of 
the great new Eureka products that will be made avail- 
able to American housewives as Eureka’s contribution 


to better living when Victory comes. 





PRECISION ENGINEERED 


FROM THE WOMAN'S POINT OF VIEW 


PRODUCTS 






There'll be a new automatic Cordless Electric Tron 
that saves time, money, effort and eliminates fire 
hazard! And there'll also be a new Electric Garbage 
Disposer which chews up all garbage, even bones, and 


washes it down the drain! 


All these you will be able to offer to your customers 
after Victory! 

Eureka’s new postwar Full-Profit franchise is now 
ready. It is based on Eureka’s past experience in work- 
ing with dealers as exclusive outlets for Eureka products 
for three years—an experience that only Eureka pos- 
sesses. Write today for information on how you can be 
among the first to make more money with Eureka after 


Victory! 


EUREKA VACUUM CLEANER COMPANY, DETROIT 2, MICH. 





Cordless Electric 
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Electric Garbage 
Disposer 
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Silex is Golden 


GOLD STANDARD! Silex reigns supreme in the 
coffee-maker field—setting the standard against 
which all coffee-makers are judged. 


YOUR GOLD STAKE is secure with Silex. Silex 
increases the dealer’s reputation for carrying top 
brands in every line. 


GOLDEN REPUTATION! Customers refuse to 
accept the phrase: “just as good as Silex.’’ Millions 
already know that Silex stands for full-flavored, 
clear coffee. Advertising teaches millions more 
that only a genuine Silex has the patented 
FLAVOR-GUARD filter! 


GOLDEN FLOW of profits! Silex turnover keeps 
profits flowing in steadily, keeps your inventory 
in good shape. 


NEW VEINS OF GOLD are being opened for you. 
Many important coffee-maker developments will 
be ready for peacetime production. The Silex 


Automatic Electric Steam Iron is being publicized 
to millions now! 


GOLDEN GIRL! Meet Sally Silex. Your cus- 
tomers are meeting her in 180,000,000 magazine 
copies in the biggest, most impressive national 
advertising campaign in coffee-maker history. 
Sally’s friendly smile accompanies 
intimate advice about the mouth- 
watering goodness of Silex-brewed 
coffee. Readers have learned to trust 
her and they’re learning too that 
““Only Silex can make Silex coffee!”’ 


‘TILEX 


Creators of the Glass Coffee Maker Industry 






THE SILEX COMPANY + HARTFORD 1, CONN. - ST. JOHNS, P.@., CANADA. .. Creators of the Glass Coffee Maker Industry 
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BRIEFLY TOLD 


NEW YORK — Dealers and 


their service men came 
from points far and wide 
to attend the recent Tim- 
ken Silent Automatic Serv- 
ice Training Clinic held in 
New York City. 





BALTIMORE — What makes 
oil burners operate satis- 
factorily was clearly and 
concisely demonstrated with 
cutaway pieces of appara- 
tus and other special equip- 
ment usually found only 





in research laboratories. 





SYRACUSE — In each city, 


interest was high and more 


thoroughness and planning. 
Hats off to an active, alert 
dealer organization, too! 


a 
oN 
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BOSTON— From all over 
the New England States, 
they gathered in Boston to 
get firsthand, authentic in- 
formation which will en- 
able them to do a better 
job now and postwar. 

















Now is the Time— 


to build 























































Ranch House and 


Timken is building soundly for the 


The Ranch House, by Richard B. 
Pollman, shown above, is one of a 
number of postwar homes designed for 
us by leading architects to stimulate in- 
terest in new quality-built homes and 
encourage the use of quality heating 
equipment. This series of advertisements, 
running in national magazines and a 
long list of the nation’s leading news- 
papers, is keeping Timken Silent Auto- 
matic Dealers’ names in the limelight. 


Service Schools with an eye to the 
future (see photo on left), held in 
strategic cities under factory super- 
vision, are training Timken dealer or- 
ganizations in modern methods of service. 


Sea 
as 


dealers and service men years following Victory. the gr ork to make the Timken 
attended than in previous . 
years. A tribute to Timken franchise 


improved, new sales promo 
developed and perfected. Plans are al- 
ready under way to give greater factory 
co-operation in the field. A system is 
being set up to insure earlier delivery to 
those who make Reservation Orders in 
advance. Shortly after Victory, we'll be 
ready with new and improved heating, 
air conditioning and water heaters—the 
best buys in our entire history. 


If you want to build for the future 
and are not a Timken Dealer at present, 
we suggest you correspond with us. . 


TIMKEN St4 Atonitthe 


Quality Home Appliances — for Comfort, Convenience and Economy 
Division of THE TIMKEN-DETROIT AXLE COMPANY, Detroit 32, Michigan 








“Well Done” 
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“Chief, they've booked your automatic 
electric water heater ¢ prdert , 


postwar delivery” 


=o 
=S 


The Chief knows that even wartime re- 
search won’t change hot water. 


No one talks of improving it. No revolu- 
tionary inventions are ready to replace it. 


Not only is there likely to be nothing 
better, there’ll probably be no substitute 
for Monel to insure a supply of plenty of 
hot water, crystal clear and always hot. 


Your customers are being promised new 
labor-saving appliances. They 
are hearing of better ways 
to meet household cleaning, 
laundering and dishwashing 
problems. 





a , ) 
+ GEORGE ern * 
is ISTE. Pe % a 


They'll need more hot water...and clean 
hot water in a wide range of tempera- 
tures. 


They'll have both...plus economy of 
operation through long years of trouble-free 
service...when you sell them Automatic 
Electric Water Heaters with rustproof, cor- 
rosion resistant Monel Tanks. 


Postwar electric water heaters will be 
even better than those which boosted your 
prewar sales and profits. There will be 
worthwhile improvements... new selling 
features in design and construction. You'll 
be hearing more about them...soon. 


a> MONEL 


THE INTERNATIONAL NICKEL COMPANY, INC. 


67 Wall Street, New York 5, N.Y. 
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THEY GO TOGETHER —- 





AWO THE EXTRA PROFITS GOTO You / 





YOU will be selling lots of automatic washers. . . 
selling them soon! 


And automatic washers need automatic water 
heaters! 


So... get set now to sell Duo-Therm Automatic 
Fuel Oil Water Heaters right along with those auto- 
matic washers! 


They just naturally go together— both require hot 
and cold water connections—both can be installed 
at the same time by the same personnel. 


You appliance dealers realize how many 
people are planning to buy automatic 
washers, but did you know that 24,000,000 
American homes do not have the automatic 





DUO-THERM...America’s Leading Fuel Oil 
Water Heater... NOW AVAILABLE for 
essential civilian needs. 


@ Less than 4c a day gives the average family 
| plenty of hot water. 





@ No gas, electric or furnace connections... 
can be installed anywhere. 
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hot water that assures efficient automatic 
washer operation? 


That’s your market for Duo-Therm Automatic Hot 
Water Heaters—almost three-quarters of all the 
homes in America! So get started now! 


Send the coupon for information on franchises 
now open to appliance dealers! 


Duo-THERM 


DIVISION OF MOTOR WHEEL CORPORATION (WICH: LANSING 3, MICHIGAN 


America’s Largest Manufacturer of Fuel Oil Heating Appliances 
and Pioneer in Fuel Oil Water Heating 


© 1944, Motor Wheel Corp. 


DUO-THERM Division of Motor Wheel Corporation 
Department K-3, Lansing 3, Michigan 


| would like to have additional information on the water heater 
market and dealer franchise. There is no obligation to me. 


SPREE EEE EEE EEE EEE EE EEE EEE REE E EEE EEE EERE EEE EERE EEE EES 
Pee EEE HEHEHE HEHEHE EHH EEE HEHEHE EERE EERE EEE EEE HEHEHE EEE EES 


PPR RHEE HEHE EEE EERE REE HEE EERE EERE HEHEHE EEE HEHE EEE EEE 











Should the dealer join an 


SSOCILATED CHAIN 


® 
br 
~ 





AVING A mule by the tail with 

a downhill pull is the Missouri 

way of saying you have a nat- 
ural advantage. 


These days, when appliance dealers 
go home and sit around their L.E.S. 
lamps, a lot of them are wondering if 
the days of their natural advantage 
as independents is over. The asso- 
ciated chain idea is tempting them. For 
a long time as independent merchants 
they have had the downhill pull in 
their bailiwicks. 

What scares them is the way they 
see big money traveling in this coun- 
try. They wonder if the big league 
corporation isn't rolling, like a crush- 
ing juggernaut, into the retailing field, 
once the exclusive hunting ground of 
the independent merchant. 


Production Big Shots 


Back in 1901 the U. S. Steel Cor- 
poration started the march of goliaths 
into heavy industry, along with Stand- 
ard Oil. From 1910 to 1925 we saw 
the big money get into the fabricating 
field with both feet, and fill the road 
with motor cars, among other things. 


PAGE 18 





Le 


The rise of Sears Roebuck in the 1930’s 
started the movement of heavy dough 
into storekeeping, and it has scared 
the pants off the small merchant. 

The chain movement 
looks, on the surface, like the Kid 
David that can swing a wicked sling- 
shot at this big time competition. “If 
you can’t lick ’em, jine ’em,” is the 
argument. 

In essence the associated chain is a 
sort of partnership between a big buy- 
ing setup and the local merchant. 
Penny is perhaps the best known name, 
although there are Ben Franklin 
Stores, Coast-to-Coast Stores, Gamble- 
Skogmo, a Marshall Wells setup, Fire- 
stone and others. 

The idea of this article is to inquire 
as to whether the associated store 
really does offer a refuge for the scared 
merchant, a marvelous way to make 
money, and a big brother league that 
looks after the inexperienced. 

On paper the proposition listens 
good, all right. Mr. Dealer signs up 
an agreement to purchase his merchan- 
dise from one headquarters source. Its 
volume purchasing power will give 


associated 


s 


\\\ 
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As tire stores and mail order outlets come to 


Main Street, the appliance dealer wonders if 
an associated chain is the proper way for 
him to meet this competition. 


By TOM F. BLACKBURN 


him competitive prices, and its brains 
will tell him what to do. All he need 
do is be Johnny-on-the-spot in his local 
community. 

Furthermore, the rapid growth of 
the associated store chain is a good 
advertisement for it. One organization 
has jumped from 380 stores to 1,635 
outlets in a decade. Of these 1,350 
are associated stores and only 285 
company owned. From five stores in 
1925 doing a business of $96,500 the 
setup has grown to a volume of $52 
million in 1943. 


What Chain Offers 


The question is who has made the 
money—the heads of the chain or the 
associated dealers? .A dealer seeking 
to join has to go to headquarters school 
to learn the business. A_ simplified 
bookkeeping system is available at a 
small cost. He is taught stock con- 
trol that should give him an average 
of six turns a year. 

Chain officials offer him a complete 
store layout service, suggesting place- 
ment of all store fixtures. Field men 
from headquarters call and help de- 


NOVEMBER, 


vise ways and means of increasing 
sales and profits. He gets his advertis- 
ing and direct mail all thought out. 

On big ticket sales time payment 
contracts are accepted as cash at the 
warehouse, with the headquarters tak- 
ing the interest gravy. A floor plan 
makes it possible for operators to 
stock furniture, appliances, bicycles and 
other major items after a small down 
payment, with the balance to be paid 
at the time of selling the item or at the 
end of a specified period. 

But the heck of it is that the asso- 
ciated dealer usually only makes a 25 
percent markup on most of his stuff, 
and around 10 percent on hot items. 
On the other hand, the wholesale and 
retail figures from the Federal Trade 
Commission for the year 1939 (Exkc- 
TRICAL MERCHANDISING, June, 1944, 
page 27) show that it cost appliance 
retailers 30.5 percent to do business. 

Where does the associated dealer get 
off ? 

Associated brass hats explain that 
the setup saves the dealer at least 3 
percent on his advertising expense, as 
most retailers spend about 5 percent 
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(Federal Trade says 1939 appliance 
dealers spent 2.53 percent), thanks to 
the direct mail material, etc., supplied 
him. This scarcely looks kosher, as 
the setup doesn’t save a dime with local 
newspapers, into which most 
tising money goes. 
Headquarters tells dealers that they 
will save about 2 percent on 
sales through the 


adver- 


gross 
associated chain 
method of making adjustments, where- 
by headquarters legitimate 
charges. This doesn’t mean much, but 
one associated dealer told this writer 
that if anything went wrong with an 
appliance in its guarantee period, he 
could cheerfully say, “we'll replace it,” 
and it costs him nothing. A policy, he 
felt, that could well be followed by 
national brand manufacturers. 

The associated dealer frequently pays 
no delivery charges on merchandise, 
which one chain brass hat pointed out 
saved him from 5 to 7 percent. This 
is questioned, although the chains’ 
policy of delivering is something that 
can well be copied by distributors. 


absorbs 


Cost of Doing Business 


We have commented that the Federal 
Trade Commission declares it cost the 
average appliance dealer 30.5 percent 
to do business in 1939. In small towns 
this cost, according to one authority, 
sometimes drops to 22 or 24 percent. 

Question: Does an associated chain 
dealer—getting 25 percent on some 
stuff and 10 on others, possibly averag- 
ing 20—make any money? Or is it a 
case of Johnny’s hog and Daddy's 
bacon? True there are figures that say 
one Nebraska dealer ran his volume 
from $24,883 in 1936 to $39,626 in 
1942, his income was $4,297 in 1936 
and $6,862 in 1942. But was he a run- 
of-mine retailer, or a handpicked one? 
Why the turnover in associated chain 
retailers? What is it, and what hap- 
Pens to them ? 

; Let us examine the cost of distribut- 
ing merchandise. Where a distributor 
has a salesman out, the chain has a 
traveling auditor. Where a distributor 
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does some entertaining, the chain gives 
an annual dinner. The associated 
chain has ‘checkers, promotion men, 
and a central headquarters just as 
a distributor has. The chain appar- 
ently can’t reduce the number of man- 
hours, cost of storage or interest on 
money. 

We're not talking about associated 
stores that try to push their retailers 
around. One is said to assess each 
dealer for so much expert advice a 
year, taking $100 as a minimum. 
Others go on the lease with a dealer, 
and if anything happens, takes over 
the lease and get a new manager. 

The catch, we are told, is that a 
dealer puts all of his eggs in one bas- 
ket. He may be sold a wash basket 
at 89c and told to sell it for 98c. The 
chain’s literature and advertising 
quotes that 98c price and he can’t duck 
it. On hotshot stuff his margin is 
often only 10 percent. 

On major appliances, he discovers 
that unknown brands only have a small 
percentage of the sales appeal that 
nationally known items possess, and 

















Earl Williams of Minneapolis, a veteran of two chain store asso- 
ciations, says that big ticket selling takes a lot of footwork and 
preparation; the dealer who fools around with clothes pins and 


tiddly winks misses his big opportunity. 
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Main streets in most of the country's towns today are an almost 
continuous parade of chain operations. Joe Doakes, the independent 
dealer, has been pondering his place in the set-up. This article 


gives some of the answers. 





are tough to move. Lots of peuple 
don’t buy on price alone, he finds out. 
Possibly mops, clothes pins, aprons are 
bought freely on price, but on a $100 
item the public wants to know some- 
thing about the product. 

The independent appliance store of 
today is increasingly built around ser- 
vice and repairs. The associated chain 
is usually very weak in this regard, 
and the remark, “who’s going to fix it 
for you?” will switch many a sale. 


Two Dealers’ Opinions 


To wind up this story we will give 
interviews with two dealers who are 
associated chain operators, and who 
like their setups. Henry A. Kolstad 
runs a store in Albert Lea, Minnesota. 
He is an old appliance salesman. 

“It is hard to sell an unknown appli- 
ance even at a low price,” he said. 
“Then, too, my organization cannot 
move swiftly. It has to be sure on 
items and as a result there is quite a 
time lag before we can offer them to 
the public.” 

At the time of the interview Mr. 


Kolstad did no canvassing and had no 
outside salesmen. He said he worked 
on a 25 percent mark-up. The asso- 
ciated chain delivered merchandise to 
him in trucks which he felt cut the - 
cost of shipping. It bought up his 
finance paper, and sold him direct mail 
pieces for 4c apiece, much less than he 
could have them down in Albert Lea. 
He had the privilege of picking out 
his. own ideas. 

One of the things that the associated 
chain did which manufacturers could 
copy, Mr. K said, was to take stickers 
off of dealers’ hands. This they did 
cheerfully and without growling. 

The second dealer we interview here 
is Earl Williams whose electric com- 
pany is at 2304 Central St., Minne- 
apolis. Earl has been both a Firestone 
and a Gamble dealer, and was written 
up as an ambitious merchandiser of 
electric ranges in this magazine once. 

At the present moment he has a 
Firestone franchise, but would be giv- 
ing it up if he had not just hired an 
extraordinarily capable girl who took 

(Please turn to page 52) 








Henry A. Kolstad of Albert Lea, Minn., is an associated chein 
store operator, but once was in the appliance business. It is 
much harder to sell unknown brands of appliances, even at lower 
prices, he declares. 
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The electrical appliance store of A. H. Hummer at Lincoln, Pa., headquarters for the 
extensive water system business he has developed in the surrounding farm area. 


KLECTRIC WATER 








Although caught with but normal stocks at the time of the appliance freeze, Hummer has 
not gone overboard for any non-allied lines of merchandise during the war. 


Right Now Dealers Are Selling 


Three Pennsylvania dealers describe their wartime operation in 


the water system field which they report highly profitable to them 
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THE NATIONAL WATER SYSTEM PICTURE 


Currently, what is the production situation in the electric water system field? How do 
present deliveries compare with production records of prewar years? What is the post-war 
market potential in this field? And what's the score today on electric water heaters? 


Here Are The Answers: 


The $19,400,000 quota set by WPB in its May 1943-May 1944 program reportedly 
fell less than 5 percent behind schedule on production lines. WPB's program 
for the 1944-1945 period increases the previous quota by 20 percent. It thus is 
assured that a minimum of 20,000 water systems will be available monthly for some 
time to come, certainly until possible upward revision of quotas soon after V-E Day. 
Meanwhile, providing still more merchandise for appliance dealers to sell right 
now, WPB upped this year's fourth-quarter production of electric water heaters 
for civilian use from 12,500 to 30,000 units. 


Annual Increase 


The chart on annual production of electric water systems shows a steadily climb- 
ing curve from 108,000 units in 1935 to 250,000 units in 1940, the last year for 
which accurate production figures are given. Total sales for 1941, however, were 
reported to have exceeded 340,000 units. Manufacturers now are planning to 
produce 500,000 systems during the first year following the war. 

In 1925 there were 200,000 electrified farms. By Jan. |, 1944, there were 
2,557,247 electrified farms. Current plans of utilities and the REA are the most 
extensive in history. If realized, an additional 2,000,000 farms will have electric 
service within five years following the war. In other words, as against prewar 
attainments, the overall post-war program is expected to be stepped up nearly 
threefold. 


As of today, in the neighborhood of 1,750,000 electrified farms do not yet have 
a modern water system. 
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Suburban Market Important 


Equally worthy of consideration is the rural non-farm and suburban market. 
For example, only 57 percent of homes in towns of less than 2,500 population have 
running water in the house brought by a public water supply company. Estimates 
of the entire market for water systems generally accord the rural non-farm division 
better than a 45 percent slice of the total. It thus is indicated the potential 
post-war market for individual systems could range between 5,500,000 or 6,000,000 
units. This does not include any provision for replacement of existing systems. 

One extensive survey revealed that one out of every five farms connected to 
high lines purchased a water pump within I5 to 18 months after electric service 
was established. Interviews with 1,142 farmers showed that 62 percent of these 
systems were purchased within a 10 mile radius. Only 7.1 percent were pur- 
chased by mail order. In this same connection another survey revealed an aver- 
age of 12.3 miles is traveled to buy electric water systems. 


Factors Stimulating Post-War Markets 


Significant factors stimulating post-war markets for water systems will be |) the 
greatly improved income and debt position of the farmer, along with increased 
farm ownership; 2) the Rural Electrification Administration program; 3) the 
creation of new water supplies through irrigation and reclamation projects by the 
government, leading to rural development; 4) construction of new dwellings, 
particularly in suburban areas; 5) and the tendency of farmers to adopt mechaniza- 
tion as a result of their experience during the war. 


MMMM 


NOVEMBER, 1944—ELECTRICAL MERCHANDISING 











Sinks 


duce 


‘ea a\ 


D 


is pr 
appli 
sale 
thou: 
limit 
thus 
area: 
wate 
reas 
H 
term 
hom 
inste 
from 
abou 
gres 
time 
as | 
agai 
same 
dwe 
for 
of y 
veni 
ofa 
fami 
long 
Yes 
the 
men 





OT 





Te 


SING 








Sinks and cabinets for the modern kitchen, along with heating equipment, were intro- 


duced before the war. 


Paint, the only wartime addition, will stay in post-war, he says. 


SYSTEMS 


By LANSDELL ANDERSON 


URING the present wartime 
scarcity of normal merchandise, 
the electric home water system 
is proving a lifesaver to some electrical 
appliance dealers who promoted the 
sale of this unit in prewar days. Al- 
though priority controls still in effect 
limit sales principally to farmers and 
thus curtail the usual market in some 
areas, production and distribution of 
water systems is being maintained at a 
reasonable level throughout the war. 
Harking back to the prewar era, in 
terms of consumer loyalty the electric 
home water system, wherever it was 
installed, received little competition 
from any other appliance. In fact, it’s 
about as reasonable to assume a pro- 
gressive farmer would go back to the 
time-killing drudgery of water hauling 
as he would lay up his tractors and 
again fill the barn with horses. It’s the 
same story in the case of the suburban 
dweller who relys upon an electric unit 
for water pressure and over a period 
of years has become used to the con- 
venience of running water at the turn 
of a tap. He probably would move his 
family into town rather than face a 
long winter without that water system. 
Yes, the consumer has high regard for 
the services rendered by that equip- 
ment. 


Market Potential Warrants Study 


As for sales prospects in the immedi- 
ate post-war era, in the electric home 
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water svstem an alert dealer has a 
proven, top-notch appliance with which 
he really can go places without resort- 
ing to any super-duper promotional 
efforts. For those appliance dealers 
located in a trading area embracing a 
fair proportion of farm and plural man 
farm homes reached by an electric 
power utility but not served by a water 
company, the market potential cer- 
tainly is sufficiently large to warrant 
some concentrated thinking on their 
part regarding its cultivation. 


Other Appliances Follow 


The departmental set-up under which 
a dealer can swing the sale of an ap- 
preciable quantity of water systems 
must include a sound working agree- 
ment with a plumber, along with the 
usual electrician. Although most 
dealers consider it a matter of normal 


business expediency to have a close 


hook-up with some electrical contractor 
who will run a line of wire for them, or 
their customers, whenever and wher- 
ever the sale of some appliance may re- 
quire it, many of these same dealers 
apparently shy clear of any possible en- 
tanglement with a plumber. However, 
the dealer who whips the plumbing 
problem and then steps out with elec- 
tric home water systems is set to cash 
in on some important business. 

In the first place, water system sales 
in themselves are reasonably profitable. 
Secondly, their installations automatic- 
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The electric water system is the key to his present operation, each sale carrying along 
several other appliances as it leads almost automatically to a modernized kitchen. 





Aside from prescription of the proper unit and care in its installation, the water system 
business presents no difficult problems for the average appliance dealer, Hummer says. 


ally open the door to follow-up sales of 
other appliances. After the water sys- 
tem has been at work for a while, sales 
resistance on washers, water heaters 
and water softeners generally is re- 
markably low. Not infrequently, the 
consumer beats the dealer to the punch 
line by an outright demand for one of 
these appliances before the latter even 
suggests further investments. Since 
the water system often is the opening 
step in the modernization of the kit- 
chen in the farm and suburban (rural 
non farm) home, the who 
makes this sale is in on the ground 
floor when it comes to all later develop- 
ments. Finally, if he wants to force 
his hand to the limit, he is in an excel- 


dealer 


lent position to suggest a modern bath- 
room and a modern heating plant for 
that same home. 

These are the views expressed to 
ELECTRICAL MERCHANDISING by A. H. 
Hummer, for many year’s a_ highly 
successful electrical appliance dealer in 
a small country town, Lincoln, Pa. 
His contentions are heartily endorsed 
by others—later quoted—who at this 
time also are taking a healthy crack at 
the water system market. 

Hummer’s operation may break into 
six figures annually on the gross. The 
sale of 65 to 75 water systems will be 
responsible for a major share in this 
showing. 


(Continued on next page) 
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Formerly a successful auto salesman, Paul W. Strickland of York, Pa., in 1941, converted 
the garage at rear of his home to office and stockroom for a water system operatien. 





Large stocks of water systems are not imperative to his operation, says Strickland, who 


) 
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also reports all repair parts except motors now coming through reasonably fast. 


How did Hummer get into this busi- 
ness’? What’s his background? What's 
his slant on the future Here are the 
answers: 

The population Lincoln, located 
on the Lancaster-Harrisburg highway, 
loes not exceed 400 people. Except 
for the impressive appearance of Hum- 
mer’s store, Lincoln typifies the Ameri- 
can country crossroads town. One 

ile away is Ephrata, a thriving com- 
munity of around 6,000 population 
boasting a movies theatre and a mail 
order branch store. ‘The surrounding 
territory, for the most part, is farm and 
lairy country. 

Hummer has been an electrical appli 
ince retailer since World War I. He 
old his first water system in 1917. 
\t that time, to him, it was just an- 
other appliance sale. (That unit, by the 
vay, still is going strong, he reports.) 

Primarily featuring appliances, store 
displays now also include all fixtures 
necessary to the modern kitchen. Al- 
though a small sign on the window 
reads “Plumbing and Heating,” there 
is no sign of any bathroom equipment 
on the floor. Nor, in contrast to many 
other appliance outlets these days, are 
there any novelties, dolls, toys, gifts ol 
other knick-knacks on the shelves. The 


Handling installation work for Strickland are S. T. Haas (left) 
and A. L. Richards who run the necessary wiring and lay the 
pipe, both employed on an hourly pay basis. 


Signing on as a new dealer, P. R. Baldwin, located six miles from York, starts out with 
a sample stock assortment for which he makes initial payment at Strickland’s office. 


only non-allied line he has added as a 
wartime merchandise filler is paint 
and this stock is carried on a side wall 
near the rear of the store. Originally 
opened strictly as an appliance outlet, 
with a small radio department, he 
wishes to retain that identity and will 
not attempt to introduce any lines of 
merchandise which would clash with 
this picture. 


Hard Hit 


Operating at one time during pre- 
war days with a crew of ten, Hummer 
now employs but three. The rest either 
are in armed service or have stepped 
out for the higher wages paid by war 
industries. His older son also is in the 
service. Besides handling store sales, 
his younger son has charge of the con- 
cern’s books. Spending but an hour or 
two a day in the store, Hummer keeps 


busy on the outside. Three trucks roll 
daily. 

Admittedly a cautious buyer, the 
ireeze in appliance manufacturing 
caught him with normal stocks on 
hand. Continued distribution of water 
systems thus played a major part in 
keeping the company in such excellent 
shape during the past two years. 

Here’s his formula for a successful 
water system operation: 

“Once a dealer breaks ground in this 
water system business he’ll find that 
70 percent of all later sales will be 
closed right in his store. The custom- 
ers will come in, ready to buy. This 
is a direct result of discussions between 
consumers and potential customers be- 
fore the latter ever reach the store. | 
don’t say that farmers follow one an- 
other like sheep or that they have a 
tendency to ‘Keep up with the Joness, 


Repairman H. D. Chronister also is employed on part time 
hourly basis by Strickland who firmly believes wartime servicing 
of old equipment will lead to extensive post-war sales. 
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put they certainly know a good thing 
when they hear about it and see it 
working. 


Their Performance Sells Others 


“The obvious thing to do is to place 
4 unit in a new section and then let 
it do the selling for you. Naturally, it 
may require some promotional effort 
to put across that initial unit. After 
it is installed, however, I figure it will 
sell 25 more units for me in that same 
section within one to two years. In 
fact, if I stepped into other 
county in this state where | wasn't 
known at all, I’m confident I could 
move at least 25 water systems within 
the first year. I’d plan to circulate 
around the countryside and actively 
sell a couple of water systems in key 
Solely on the strength of their 
performance, I’m certain the rest 
would come easy. 

“If in my operation here I’ve ex- 
tended beyond appliance merchandis- 
ing, blame the water systems. They 
pointed the way for me and [I find this 
offshoot to the store business now keep- 
ing me nicely in the swim during this 
war which has washed out so many 
merchandising outlets. 

“Now, for me, the sale of a water 
system is merely the beginning of a 
sizeable job. Next comes a_ water 
heater. After that we talk about mod- 
ernizing the kitchen, at least to the ex- 
tent of a larger sink with drain boards, 
some kitchen cabinets, and perhaps a 
washer if I can locate a rebuilt ma- 
chine. I install everything, doing all 
the wiring and plumbing. Then if the 
customer shows any inclination to talk 
about a modern bathroom or a heating 
system, I’m an attentive listener. In 
this way, many a water system sale 
pyramids into a $2,000 job. 


some 


spots. 


“Get a Plumber" 


“| believe any dealer entering the 
water system field should immediately 
put a plumber on the payroll. Obvi- 
ously, a plumber is needed on the in- 
stallation end of the work. And there 
are other reasons. A prospect gen- 
erally wants to know something about 
installation costs and the average elec- 
trical appliance dealer doesn’t know 
the score. His plumber will know all 
the answers. 

“Why send the prospect to an out- 
side plumbing house? Besides accept- 
ing the installation work, maybe they'll 
also close the sale on a competitive 
water system. In my opinion, plumb- 
ers are good mechanics but generally 
poor merchandisers. On the other 
hand, I can’t see tossing hot leads right 
in their laps. Why introduce compe- 
tition to that modern kitchen which 
will be in the offing as soon as the 
water system is installed ? 

“Finally, until a dealer has had some 
experience in this field, the advice of 
a reliable plumber in his own employ 
will help him prescribe the proper type 
and size of pressure system for each 
proposed installation. That is a very 
important point and a dealer can’t 
afford to make too many slips. Equally 
important is proper installation. I’d 
rather place my confidence in a man in 
my own employ than farm out the work 
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on a contract basis. Personally, I 
always avoid contract jobs anyway. 
My policy is to charge strictly for time 
and material, after giving a rough esti- 
mate providing plenty of leeway.” 


The Best Approach 


What sales arguments would Hum- 
mer use if he dropped cold into a new 
territory where he had to start from 
scratch ? 

“T’d talk to farmers primarily about 
labor and time savings effected by an 
electric water system, then follow up 
strongly with an increased production 
angle, picturing the unit as an invest- 
ment that will pay immediate divi- 
dends. If I could get into the kitchen 
and talk to the women, first I’d stress 
the convenience angle, then slide in 
a few remarks about how easy it also 
would be to have automatic hot water. 
Water system manufacturers provide 
a dealer with plenty of sales ammuni- 
tion.” 

When a 
store? 

“Don’t waste sales talk on him at all, 
He’s already solidly sold. Find out 
what type of a well, shallow or deep, 
he now has on the property. Question 
him about the size of his family, the 
extent of his farm, and the amount of 
dairy cattle and other livestock on it. 
That will determine exactly what serv- 
ice the unit will have to perform. Then 
you will know what type and size of 
unit will be required. When the dol- 
lars-and-cents question arises, you will 
be ready to close the sale. That’s no 
time to beat around the bush about the 
cost of various types of units and be- 
wilder the prospect.” 

But isn't Hummer about to bump 
into a saturation point in his area? 


prospect comes into the 


Not Yet a Factor 


“After 25 years right here I natur- 
ally see saturation creeping up on me. 
On the other hand, I always can range 
further afield. And there is lots of talk 
these days about a post-war building 
boom. Meanwhile, the extension of 
electrification constantly opens up 
new markets. I don’t foresee any wor- 
ries on that score for another ten 
years.” 

Does he push water softeners? 
What’s the financial situation? How 
about competition from Lancaster, only 
a half-hour away by car? And does 
competition from that Ephrata mail 
order house pinch him any? , 

“Maybe I’m a bit peculiar,” Hum- 
mer reflects, “but I don’t push water 
softeners at all. Matter of fact, I make 
it a rule never to push any article 
which . requires undue free service. 
Sure, I carry radios. They are for the 
convenience of my customers. But I 
don’t relish driving out to some home 
to fix a little hum in a set I sold for 
$50. There’s no profit in that. In 
comparison a water system sale builds 
into a $500 to $2,000 job—with no 
service headaches. A water softener 
requires some consumer attention, 
such as changing filters, etc., which 
he often forgets to do. Instead, he 
calls me. Frankly, I just let the water 

(Continued on page 76) 
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Entering the water system sales field during war, F. J. Minet, former auto agent at York, 
finds his location in residential section excellent for farm and suburban trade. 


A listing in the classified section of telephone directory and small ads in two county 
newspapers deliver the prospects, virtually all sales being closed at the office. 


Upon fast growth of water system business, Minet added equipment for modernizing the 
kitchen. As soon as practical he intends to expand to include all electrical appliances. 
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OON there is to be 
and the appliance industries will 


an end of war, 


need to enlist an entirely new 
complement of salesmen—some say as 
Will they 
shop and come back to sell- 


ing That 


many as 1,500,000 of them. 
leave the 
is a serious question. 

In August ELeEcTrRICAL MERCHAN- 
DISING, L. E. Moffatt wrote a challeng- 


ing editorial concerning it, quoting 


evidence from an Evansville* survey 


indic ating 


that the post-war selling 
career is now being looked upon with a 
skeptical eye, that factory work seems 
to have greatest appeal, that the indus- 
try 1 t face the problet ot how to 
lake appliance selling more attractive. 
Vhe insville evice e€ appears to be 
orroborated va tudvy of the Los 
Angel Chambk _ommerce, 
entit Ou Mar Problem in 
the Post War Year (See Table VI 
t right. ) 

W 
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Having made my 303rd plant con- 
tact since Pearl Harbor, Les Moffatt 
asked me to dig into this question, his 
assignment catching me in Los Ange- 
les. The problem is difficult to re- 
search because of management permis- 
sions, union rules, or the hesitancy of 


LOS ANGELES 





shopmen to furnish information. A 
first method of supplying questionnaire 
cards to factory workers, who were 
listed by the varied personnel depart- 
ments as salesmen, was tried. But of 
the 500 cards passed out, the timidity 
was such that only a smattering were 


POST-WAR MANPOWER STUDY 


What war indus- Those whowish Percentage choos- What war indus- 


try men did 
before the war 


y A 
Professional . 3 
Sales & Management 5 
Office & Clerical 7 
Factory Work 15 
Crafts & Trades 19 
Farming 7 
Students 4 
Stores .. 18 
Laborer . 10 
Miscellaneous 3 
Not indicated 9 
Don't know 0 
Retire 0 


to return to 
pre-war work 


to 


ooocoo-nneou-nNWN 


ing new occu- try men want 


pation after the war 
%o To 
0 2 
| 3 
0 | 
52 67 
0 10 
0 4 
0 2 
I 8 
0 | 
0 0 
1 i 
0 0 
| | 
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returned. Thereafter, the method used 
was to secure permission from man- 
agement to go direct to varied depart- 
ment foremen, securing their help in 
pointing out former salesmen and ques- 
tioning them in ten minute interviews 
as they worked, identifying none as to 
name and address. In this manner, | 
interviewed 301 former salesmen in 
five plants . . . manufacturing mili- 
tary planes and parts, ordnance, hy- 
draulics and machine tools. The find- 
ings as to intention and compensation 
are reported herein. 

One of the probable errors of the 
Evansville and Los Angeles studies is 
that selling of all types is lumped, and 
since there are some 3,000 categories, 
it can hardly reflect the intent of 
former appliance salesmen specifically. 
{ found that among the total salesmen 
in the shops visited, less than four per- 
cent were strictly former appliance 
salesmen. This presented such 2 
terrific problem in locating them, that 
I segregated a broader class of those 
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Come Back 
‘lo Selling......: 


who had sold durable or “hard to sell” 
items, such as farm machinery, auto- 
mobiles and trucks, life insurance and 
appliances ; carefully throwing all other 
types of selling experience aside (such 
as drugs, food, meat, and impulse 
items). This reflects, I feel, a research 
germaine to the question, and certainly 
far more precise in interpretation than 
the blanket categories of the studies 
already submitted in evidence. 


Based on 300 Interviews 


An initial analysis was made, after 
188 interviews had been accomplished. 
Another 101 interviews were effected 
in September, making the 301 in all 
upon which the subsequent tables are 
based. It is interesting to know that 
the final analysis did not vary a plus 
or minus 5 percent from the initial 
findings, indicating that I had then 
begun to find a stabilized comparison 
upon which somewhat safely to base 
conclusions, so far as the Los Angeles 
area is concerned. There might be 
important variations from these find- 
ings in other. sections of the country, 
for Southern California weather cre- 
ates the urge for outdoor work, a cer- 
tain independence of action, and it is 
the haven of those who have some little 


competence and can, perhazs, more 
easily afford the risks of individual 
enterprise involved in appliance selling. 

The findings quite severely disprove 
the evidence. of the Evansville and Los 
Angeles studies as to the conclusion 
that former durable goods salesmen, 
now in war production, find factory 
work more appealing. It tends, how- 
ever, just as certainly to substantiate 
Mr. Moffatt’s feeling that much should 
be done to make appliance selling more 
attractive. I shall deal with the con- 
siderations of (1) Intent, and (2) 
Compensation in their order. 

The average age of the shop men in- 
terviewed who had been salesmen of 
durable goods before the war was 42 
years, 8 months. Ninety-one percent 
of them are married, the average fam- 
ily having 1.6 children. Forty-four 
percent of them are machine operators; 
38 percent are in non-productive work 
such as inspection, methods engineer- 
ing, time study, while 18 percent of 
them are lead men, supervisors, or 
foremen. Of the machine operators, 
only 18 percent can set up their own 
jobs. I would class 86 percent of them 
as extroverts, and most of them are 
better liked by their foremen than by 
their fellow employees. The first table 
of findings follows: 





SALESMEN'S POST-WAR 


INTENT 
First Analysis Last Analysis 
Based Upon 188 Based Upon 301 
Interviews Interviews 


Former salesmen, now in shop work at war pro- 


duction 


Number planning to return to sales work at war's 


end . 


Number planning to sell same line or type of 


product as previously 


Number planning to stay in Southern California 102 


188 100% 301 100% 
170 WN% 261 87% 


57 33% 92 33% 
54%* 146 48%,* 


Main Reasons Given For Wanting To Return To Sales Work At War's End 


Greater chance for individual expression as a 


ee 97 51% 129 43%, 
Great chance to earn in selling 143 76%, 215 71% 
Drama, excitement and job interest with individual 

chance for talent expression. . : 113% 60% 179 60%, 
Desire to be of service in restoring U. S. living 

standards . : Seah par niin thane een 47 25% 62 20% 
Outdoor health and initiative................... 68 47%, 126 42%, 
Freedom from being collectived and cow-belled. . 172 91% 267 89% 


“Overall average of outsiders now working in war production who expect to stay in 
Southern California at war's end, as reported by September survey of Los Angeles County 


Chamber of Commerce is 75 per cent. 
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interviews with over 300 former salesmen, 


now working in war plants, shows that 87 
percent will return to selling after the war 


By GERALD E. STEDMAN 








There is going to be a need for a multitude of salesmen in the appliance field in 
post-war—but they are going to demand a secure, well-paid job. 


The investigatorial technique was to 
ask this question, after they had de- 
clared intent to return to selling: 
“Why do you want to go back—to earn 
more money . . to be more inde- 
pendent . . . . to get out doors . 
or, just why?” And the reasons fell 
generally into the groups above which 
seem to require little explanation. 

“Hell, enough of the gang right in 
this department have told me of enough 
things they are going to buy to keep 
me in a damngood living as a sales- 
man for the next five years, if I didn’t 
have any more prospects than them.” 


“Patriotism, fellah, only patriotism, 
keeps me on this monotonous job of 
pulling these levers and watching this 
table slide all day long.” 

“T wake up at night with these rivet 
guns banging in my ears. Give me the 
old days working a street, door-to-door, 
rain or shine, to the goddam noise of 
this shop.” 

“What gets me is that I don’t get no 
chance for nothing different, and, 
damn it, I can’t hear myself talk much 
less argue with anyone else.” 

“Money isn’t all. Not even the half 
of it. | want the excitement of a sales 


” 
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approach, matching wits with a pros- 
pect. There’s no feeling just like clos- 
ing a good sale.” 

“Once I could point to a lot of fam- 
ilies I made happy by getting them to 
buy; now all T can say is that I faced 
off the end of my 2600th cylinder today. 
There ain’t nothing in the shop to be 
proud of like there is in selling.” 

“T got consumption now, breathing, 
in this metal dust—give me the sun- 
shine and a good car to sell.” 


“One minute after some dealer off- 
ers me a job selling refrigerators and 
he can make deliveries, I'll be out of 
this shop and away from the time clock 
on the run.” 

These are typical answers, literally 
scores of which were written down 


verbatim to form the general grouping 
of answers. which, were 
classified in the interviews by check 
mark. 


thereafter, 


Note Buying Indications 


I was extraordinarily impressed with 
the intense buying intentions reported 
by these former salesmen as to their 
Most all of them 

And T feel that 
their great enthusiasm in returning to 
sales work is the buying interest they 
have measured 


fellow employees. 
have been scouting. 


among the workers 
around them—automobiles, new homes. 
appliances of all kinds; everything 
seems worn out and in need of replace- 
ment. And some of these fellows have 
scouted the amounts which 
workers have laid aside to buy these 
things. Seventy-two percent of these 
old timers declared they had no doubt 
that never before had there been such 
rich pickings as they now saw in after 
war selling, and they figured it would 
last at least five years. 


average 


The fact that the average age is over 
43 years, may explain another weak- 


ness in the FEvansville-Los Angeles 
data. Most appliance salesmen were 
well below that age level. I made a 


study among 4,960 appliance salesmen 
in 1936 and at that time the average 
age was 31 years. Some sales man- 
agers wouldn’t hire a man over 40, and 
I remember writing a feature in ELEc- 
TRICAL MERCHANDISING in 1938 on 
“Men Over Forty”, trying to empha- 
size the greater sales performance that 
could be expected from them. 

The great aggregate of appliance 
salesmen in 1939 are unquestionably 
now in the Army, rather than in the 
shops. But the old timers who are in 
war production are coming back to sell- 
ing, and can be expected to do a much 
better job, for as one lively old fellow, 
William Waegenwald remarked: “I 
should have had some shop training to 
improve my selling at the start. I’ve 
nosed around in mechanics now, so that 
I can explain a washing machine or 
refrigerator’s mechanics and make a 
mighty fetching sales talk. Used to 
dodge mechanics before. Now I see 
where it counts an awful lot in getting 
a prospect to buy. Lots of women in 
this shop. They are going to buy. And 
they know a lot about mechanics. They 
are going to expect mechanical “know- 
how” in the sales talk after war. This 
shop work has been a sales training 
course for me.” 

I have been writing feature articles 
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for prominent industrial and technical 
magazines on all manner of engineer- 
ing, shop practise, tooling, metallurgi- 
cal, chemical subjects gathered from 
leading war producers all over the 
country. This has brought me in touch 
with general managements, plant sup- 
erintendents, engineers, technicians, 
supervisional classes galore. And I 
can authoritatively say that the United 
States needs no additional technical 
education, nor any further ability to 
produce at this time. Our engineering 
and shop practise are more than suffi- 
cient to produce. But we will lose the 
peace if we fail to solve the problem of 
distribution. And that depends, more 
than anything else, upon the salesman ; 
his recruiting in adequate numbers, 
his training, his proper performance, 
and most certainly, upon his compen- 
sation. 

As George S. Jones, Jr., president, 
National Federation of Sales Execu- 
tives, remarked to me: “The depression 
was caused by lack of proper apprecia- 
tion of the function and the contribu- 
tion of salesmanship in our peacetime 
economy. When you discourage the 
free climate of honest salesmanship and 
its proper reward, you have made all 
the foundations of our American con- 
cept unstable.” Surest way to recon- 
vert to depression after war is to fail 
to make the appliance business attrac- 
tive to the salesman. 


Mistakes of the Past 


Why beat about the bush? Appli- 
ance salesmen were aggrandized in 
the past era by a system that pilfered 
their hours and energies. Ratio of 
prospects to calls and orders to pros- 
pects dropped so severly that salesmen 
had to lay out ten times the effort, 
often, to win a lowered return because 
competitive prices kept dropping down 
and ignorant chiselers began cutting 
commission percentages until, in 1938, 
the situation was pathetic. Those condi- 
tions cannot happen again, if we are 
really to win the peace. 

So we come to this second consid- 
eration: What do these 301 former 
salesmen, now in war production, ex- 
pect in compensation, to be attracted 
back into selling? 

Presently, the average factory pay 
being received by them (including 
overtime and double time pay) is: 


Machine operators, av- 


NE Scrat acted od $66.40 per week 
Non-Productive Shop 

eye 62.50 per week 
Supervisional ......... 72.50 per week 


These are West Coast wages, largely 
patterned by aircraft job classification 
standards. Of course, being untrained 
in mechanics, former salesmen did not 
enter war production with much par- 
ticular skill. The wage averages cover 
all classifications, and we can very 
frankly admit, are considerably higher 
than those of the average pre-war ap- 
pliance salesman. In fact, the workers 
interviewed admitted this very defi- 
nitely. And yet 71 percent of them de- 
clared they could make more money 
after war in selling than in the shop, 
if given half a break. 

What do they expect as an earning 
plan? Generally interpreted, they feel 


that they are perfectly willing to split 
the risk with their sales employer. 
They want to maintain their present 
earning and go beyond it. They favor 
a salary and commission plan that will 
achieve it. They do not feel that this 
will add to price, if the employer gives 
them better sales training, supervision 
and help. They are generally agreed 
that there was too much waste, slap- 
stick, redundant, and useless promo- 
tion, and entirely too much forced 
effort at heavy campaign expense, such 
as in premium merchandise awards, 
trips and run-arounds. And I believe 
they are right! 


What Pay Salesmen Want 


Specifically, ideas as to compensa- 
tion from these interviews can be 
grouped this way: The average earn- 
ing aim when these old timers return 
to selling is $75 per week, or about 
$4,000 per year. This would permit 
them to own the appliances or products 
they want to sell, thus being more pow- 
erful persuaders because of experienc- 
ing the product’s use benefits. It 
would also free them from financial 
worries to have the spirit required in 
selling. Based upon 256 who would 
express themselves, they generally feel 
that the risk of attaining this income 
should be divided between them and 
their employer in these manners: 


Number of 

Favored Type of salesmen- 

Post-War of shopworkers 

Compensation reporting 
Straight salary ........ 32 12.5% 
Drawing account ....... 17 6.4%, 

Drawing account and 

commission .......... 23 % & 
Salary and commission... 164 62.1% 
Straight commission. .... 26 10. % 
Of course, there were many types of 
salesmen under interview, varied 


groups intending to sell a wide variety 
of durable products. I tried somewhat 
precisely to select this 301 group as 
those who wanted to engage in that 
type of selling that would require pre- 
sentation and demonstration to the 
prospect, particularly in outside selling. 
And considerable reliance can be 
placed on this investigation as reflect- 
ing that type. 

However, it was impossible to find 
average compensation desires by type 
of product sold. So, at least to focus 
the discussion on some tangible pre- 
mise, I asked this question: “Presume 
you were selling a refrigerator or 
washing machine or other home appli- 
ance after war that involved a pur- 
chase price of $150, to be bought for 
cash or on time, what would be your 
preference as to a salary-commission 
scale, presuming the salary was to be 
regularly paid but deducted from your 
commissions attained before you were 
paid the balance? And I prepared a 
schedule for them to check off. The 
answers, among 102 so declaring: 


Compensation of $25 per week on an 


overall 25% commission......... 15% 
Compensation of $30 per week on an 

overall 18% commission.......... 32% 
Compensation of $35 per week on an 

overall 12.5% commission........ 51% 
Compensation of $40 per week on a 

overall 8% commission........... 2% 


This shows that the salesmen inter. 
viewed are willing to pay some pre. 
mium for minimum security. Their 
favored choice is economically best for 
the employer. 

However, there were 146 of those 
interviewed (or 59% of the 248 
answering this question) whose gen. 
eral answer was “Hell, it isn’t a salary 
if you deduct it from commissions, 
That is only a drawing account jn 
effect”. So I prepared another chart 
for these 146 sharper operators, with 
a salary plus commission slant and 
asked them to check their preference, 
The results: 


$35 per week and 5% commission.. 24%, 
$30 per week and 8% commission.. 34%, 
$25 per week and 10% commission.. 42%, 


No Sales Unionization 


The general feeling among these 30] 
shop men, soon to return to selling, is 
that you “cannot collectively bargain in 
the selling field.” They are generally 
opposed to sales unionization, as they 
see it at work in the shops. They feel 
that there are no ways to segregate 
selling functions as job classifications 
are arranged with standard rate scales 
in the plant. They are too independent 
a bunch to be curtailed from laying out 
maximum energy. They want no one 
to tell them how many hours per day 
they should spend in the selling effort. 
They do not believe in the slow-down 
theory as applied to selling. And they 
will not have their individual selling 
talents interfered with in any manner. 

But they are burned up over the 
prospect that organized labor in the 
plants may jockey agreements that 
would find them, as salesmen, really 
footing the bill for factory worker post 
War wage increases. 

Such statements as that of Earl 
Browder at Boston, as reported by 
AP, is the kind of thing that burns 
these “soon-again-to-be” salesmen up: 
“The working class . should 
continue as a minimum to receive a 
take-home wage equal in volume to 
that it now receives, regardless of any 
change in average working hours.” If 
that happens, and the salesman is not 
properly assured just compensation 
likewise, then I shall prophesy that the 
salesmen of the post-war period will 
organize rapidly and strike. 


Good Salesman’s Creed 


The good salesman believes that if 
anyone is a worker . . . if anyone is 
an economic asset if anyone 
is at last to be fairly considered, he is 


that one. He never was as eager to 
sell. 
He never looked forward more 


keenly to a return to the selling field. 
His compensation expectancies art 
reasonable. They are undoubtedly the 
most legitimate of all economic consid- 
erations in the after war period, con- 
sidering the terrific importance of ade- 
quate distribution. He will! perform 
more efficiently than before. But he 
expects some ‘sanity in compensation 
plans. He will not longer take all the 
risks. His time and effort are his 
capital. He will risk it but not 4 
foolishly or as entirely as in the past 
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Eugene P. Zachman, business manager of 
the Cincinnati Electrical Association, 
newly-elected president of the International 
Association, 











George Lewis of the Denver association, com- 
plained that his picture never got in the 
paper. We're glad to oblige. 


W A. RITT, president of the 

International Association ot 
ee - 

Electrical Leagues, owns a 
combination appliance and hardware 
store in St. Peter, Minn. Any time he 
cares no longer for the North Central 
Electrical Industries, Minneapolis, 
which he also heads, he can throw his 
typewriter on the floor and go home. 
This position of owning and running 
a business—with Mrs. Ritt’s aid— 
causes Mr. Ritt to have a peculiarly 
vivid small town dealer viewpoint. 

At Detroit, September 19-22 when 
the International Association of Elec- 
trical Leagues met, Mr. Ritt viewed the 
intense popularity of appliances in 
postwar shopping polls with alarm. It 
is going to attract all kinds of people to 
the idea of opening an appliance busi- 
ness, he said. The false glamour 
and astounding figures are likely to 
cause a lot of electrical headaches and 
heartaches. 

“We need to act now to set up the 
base for sound potentials for each 
community and for each type of appli- 
ance so that present and prospective 
dealers can make a cold analysis of the 
actual conservative possibilities one 
year, two years, three years, and five 
years after V-Day. If a given com- 
munity will produce only $100,000 
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M. E. Skinner talked on how to identify the properly electrified 
home. Shown with him is William A. Ritt of Minneapolis, retiring 





president, International Association of Electrical Leagues. 


JOBS AFTER V-DAY 
L heme of League Meeting 


Many important topics and speakers feature 
ninth annual conference of International Associa- 
tion of Electrical Leagues, meeting in Detroit 











Colin G. Odell and C. Monroe of Detroit Edison shown admiring 
a bosom friend. As Detroiters they were hosts to the leagues. 


worth of appliance business a year, you 
will probably find two or at the most, 
three dealers taking 60 to 75 percent 
of the business, with five or six more 
splitting the balanee. The two or 
three will not make too much money 
but they offer the best prospects for 
employment of salesmen and service 
personnel. 

“The five or six others offer little 
opportunity for employment. Think 
of what the prospects are for a brand 
new appliance dealer to go in that 
community and work up a worthwhile 
business ; and of the capital and ability 
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needed to buck against the others.” 

That there are openings for new ap- 
pliance dealers cannot be denied, but 
the new man should study where he 
should locate. There is need for many 
thousands more retail appliance sales- 
men but these men need attention to 
training, and a setup which will be 
satisfactory to them. The field needs 
many more service men, Mr. Ritt 
pointed out. It needs personnel who 
can take care of the new and more 
complex automatic appliances such as 
television, home freezers, air condi- 
tioning and the like. 





J. S. Bartlett, managing director of the Electric Institute, Wash- 
ington, D. C., broke bread with W. J. Guinan of Detroit. 


Mr. Ritt asked that the appliance 
business be considered from a strictly 
practical viewpoint by anyone thinking 
of entering it. 


Asks Consumer Survey 


A. H. Kessler of North Central In- 
dustries asked that a check of con- 
sumer’s needs and preferences in elec- 
trical appliances and equipment be 
made and that this information be 
given manufacturers so they can pro- 
duce the things people actually want 
rather than what the makers think 
they want. There are 27 different farm 
jobs for which no electrical equipment 
has yet been produced, he said. When 
electrical shows and expositions again 
come into being, we should write the 
reactions of the public to products on 
display, he declared. 

M. E. Rodger, customer service and 
sales manager of the Middle West 
Service Co., Chicago, spoke to the 
League about the forming of the Na- 
tional Electrical Retailers Association. 
“There is a place for the dealer to take 
alongside the manufacturers, the con- 
tractors, the wholesalers, utilities, 
hardware stores, furniture stores and 
department store associations,” he said. 

The National Electrical Retailers 
Association is registered as a non- 
profit organization under the laws of 
Illinois. Its general aims and purposes 
are broad and constructive, with pro- 
posed dues set at $12. 

On the Pacific Coast a Home Plan- 
ners Institute is getting results, V. W. 
Hartley, manager-director of the 
Pacific Coast Electrical Association, 
told League members. With sponsors 
contributing from $10 to $15 apiece, 
the Institutes are run from the cus- 

(Please turn to page 54) 


PAGE 27 








Ralph Colvin, left, Dept. of Power & Water representative, goes over questionnaire 
with James M. West, owner of James M. West Plumbing Co. 












































What Do 


The Los Angeles Bureau of Power & Light 


Interviews Its Dealers Before Formulating Its 


Own Post-War Appliance Merchandising Plans 


By R. H. COCKFIELD . 


Manager, Residential Section, Business Agent’s Division 
Department of Water & Power, 
City of Los Angeles, Cal. 


HE Department of Water and 
Power of Los Angeles, since orig- 
inating its domestic load building 
activity, has maintained a policy of 
cooperative assistance to the merchan- 
diser of major electric appliances. We 
do not sell appliances ; consequently the 
retailers are benefited directly by our 
promotional activities, and close co- 
operation with them has resulted. 
When our post-war promotional pro- 
gram was first considered, it was de- 
cided that a request to the various elec- 
trical appliance outlets for an expres- 
sion of their thinking in regard to past 
and future promotional activities would 
give us a sound basis for our planning. 
A series of questions were then de- 
veloped relating to our previous pro- 
grams, the answers to which would 
indicate the thoughts and opinions of 
the individual retailers. A recapitula- 
tion of these would therefore indicate 
the general opinion of all groups. 


All Trades Represented 


The questionnaire was developed so 
that it would be applicable to dealers, 
plumbers, department and chain stores. 
Many of the questions related to activi- 
ties of equal interest to distributors 
whose opinions and suggestions were 


response than was obtained from the 
few cases where the questionnaire was 
left to be returned by mail. Personal 
interviews also brought the retailers 
closer to the utility and stimulated 
them to start their own planning. 

The questionnaire form was com- 
posed of 25 questions with ample space 
provided for answers and additional 
space for remarks and suggestions. All 
questions were developed from mer- 
chandising procedures recognized to be 
the most important to retailer and dis- 
tributor. Questions covered eight sub- 
jects : appliance financing ; retailers’ re- 
quirements for salesmen and _ their 
training; store facilities and displays; 
merchandise; merchandise deliveries, 
installations, and servicing; the util- 
ity’s floor displays and prospect dis- 
tribution; utility’s sales helps; utility's 
wiring participation plan, major appli- 
ance specifications, and servicing 
policy. 

The following is a recapitulation of 
the 110 surveys completed to date: 


Appliance Financing 


The merchandisers are generally in 
favor of an appliance finance plan 
whereby payments could be made with 
the utility’s water and electric bills. 














‘ : : : Ce 
An interior view of the pre-war merchandising set-up of the James M. West Co. also desired. Individual surveys were Higher down payments, ranging trom 
made by representatives of the Dealer 15% to 25%, and shorter time con- 
Relations Unit of dealers, of the plumb- tracts, 24 to 36 months, subject to the aes 
ers by the Plumber Relations Unit, provisions of Regulation “W”, are fav- aes 
and by the Manager of Residential ored. A nonrecourse feature is de- ve 
Sales of the distributors and manufac- sired, with a probationary period of 
JIMMIE WEST wuz ’ : : , ; eS ture: 
— ST Haiti turers’ representatives. approximately three months. coop 
a e, The owner of the firm or the dis- Saitidints Miliiiiicin pant 
| Soren “ammanc tributor or factory representative, as mabiting ined 
<r was the case, was interviewed by the The majority do not have any sales- “- 
DmATKC a gf utility representative who discussed the men spotted. The average need is Bus; 
questions with him and recorded his three salesmen per store which 
answers. It was found that a personal amounts to a total of 600 salesmen for 
interview resulted in more importance the City of Los Angeles. Nearly all 1 
being given to the answers, which de- are in favor of a dealer-salesmen’s dec} 
. a ce - +o. eC 1s 
veloped a more concise and complete training school, but 50 percent think sce 
store 
tric 
— Store 
oper 
JAMES M. WEST PLUMBING CO. trib 
7526 South Vermont Avenue, Los Angeles, California ning 
An outstanding merchant-plumber, handling household appliances. Before the war he tions 
specialized in selling electric refrigerators, ranges, and water heaters. Is very pro- 
gressive and has cooperated in many of programs of the Department of Water 
i and Power. At present he maintains a full plumbing service department but no electric 
service department. During the war he has been advising his customers as to the A 
Sntees-aapp z care and use of their appliances. He has been doing this by means of mailing literature Al 
And this will give you some idea of how the West store looked from the outside just supplied by the manufacturers. He has a very large corner showroom and at present plun 
he its having his store painted and is installing new awnings in preparation for postwar 
before the war. business. 
ELE 
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Dealers Want...: 


L. A. Pringle, left, Dept. of Water & Power representative, helps J. Guy Connor, 
owner of the Connor Electric Co., fill out the questionnaire. 














Connor Electric's store these days shows little electrical. Gifts, pictures, china, greet- 
ing cards, etc., fill the space formerly devoted to appliances. 


one conducted by the utility would be 
more effective, while the other 50 per- 
cent prefer a program by the manufac- 
turers and distributors, with utility 
cooperation and support. They are 
unanimous in their desire for a re- 
fresher course on “How to Operate 
an Electric Appliance Merchandising 
Business.” 


Store Facilities and Displays 


They are almost unanimous in their 
decisions to modernize and expand 
store facilities, and in desiring all-elec- 
tric demonstration kitchens in their 
Stores, these to be furnished on a co- 
operative basis by the utility and dis- 
tributor. The majority are not plan- 
ning on new or branch store loca- 
tions, 


Merchandise 


Almost all retail outlets, including 
Plumbers, indicate they will carry a 
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Exterior view of the Connor Electric Co. store in Los Angeles. 








Even the windows of Connor Electric Co. are devoted chiefly to gifts and toys 
these days. 


CONNER ELECTRIC CO. 
1101 West 7 Street, Los Angeles, Cal fornia 


Active pre-war electric appliance dealer. 
merchandise exclusively, including major and small appliances. 
rtment has repaired over 1,000 electric irons 


war their small appliance service depa 


Handled well-known brands of electric 
Since the start of the 


which have been resold. They have maintained a small but a continuous advertising 
program. To sustain business and to maintain contact with their customers they now 


carry a line of novelties, greeting cards, pictures, mirrors, etc. 


Rebuilt electric 


appliances are attractively on display in their windows. They are considering moderniz- 


ing or relocating their s 


e postwar to permit ex 


nsion and plan to continue postwar 


with a complete line of electric appliances exclusively. 





complete line of electrical appliances. 
Twenty-five percent of those inter- 
viewed will merchandise household ap- 
pliances exclusively, and 25 percent 
will merchandise other articles such 
as furniture, hardware, and records. 
Approximately 50 percent are plumb- 
ers and will, of course, merchandise 
plumbing and heating equipment. A 
small percentage indicated they would 
sell electric equipment exclusively, and 
only a few indicated they would 
specialize in a particular appliance. 
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Installations, Deliveries, and Servicing 

The majority indicated that they will 
make their own deliveries and installa- 
tions but would work through plumb- 
ing and electrical contractors for the 
respective appliance connections. They 
all plan to have a qualified service 
department. 

Utility's Floor Displays 


There was an almost unanimous re- 
quest for the return of the rotation 
plan of appliance display, whereby the 


competitive makes of appliances were 
rotated by the utility on its main and 
branch office display floors according 
to the makes handled by the retail out- 
lets in proximity to the utility’s offices. 
Fifty percent, representing the dealer 
groups, indicate they desire retail sales- 
men to man our display floors under 
the supervision of a department repre- 
sentative, and 50 percent desire the 
department salesmen to man the floors 
and equally distribute the prospects 
developed to the retail outlets in the 
area. 


Utility's Sales Helps 


Suggestions were many and varied. 
The majority suggested the following 
sales helps: a cooperative advertising 
program; direct mail advertising, such 
as bill stuffers, etc.; market surveys; 
a listing of homes wired for but with 
no major electric appliances installed ; 

(Please turn to page 52) 
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This 1s necessary to replace the oven door inner shell. 


Re m 0 y ng th £ Oy en p 0 or Ass a m h ly You need not do this if you are replacing only the oven 


door spring or any part of the adjustment mechanism. 





1 This operation can be accomplished easiest by laying Here you see the oven door spring and the anchor 7 After the door springs and adjusting plates have been 
the range on its back. In preparation for this the which holds one end of the spring to the range bot- removed the door can be lifted out of the range. 
surface units should be taped in place. tom, the opposite end is attached to the oven door hinge. 





The range is then tipped backward and the upper part Removal of the adjustment plate from the oven door To disassemble the oven door it is laid on the floor 
allowed #0 rest on the floor or on a box. hinge is illustrated. This is accomplished by taking or bench and the sheet metal screws (one in each 
off two nuts from the bolts which hold it in place. These corner) are removed. 


bolts have a square shoulder under the head so that it is 
not necessary to hold the bolt when taking off the nut. 





This is an underneath view of the range showing the The square holes in the adjustment plate are shown The front panel here has been taken from the inner 
opening in the range bottom to allow access to the and also when one end of the spring hooks onto this panel. You can see the distribution of the fibre glass. 
oven door spring and also the adjustment mechanism. plate. In assembling the new inner shell to the outer shell the 
four sheet metal screws should be screwed down tightly 

in place. 
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Taking Out Surface 
Unit Switch 





Remove the surface unit nearest to the switch. Then 
the switch handle can be pulled off the switch stem. 





2 This shows how the nut is unscrewed from the switch. 





switch as shown. 





The main bus wires can then be removed from the 





You can take the switch out through the surface unit 


opening and the lead wires to the surface units may 
be removed. The replacing of the switch can then be 


accomplished in the reverse order. 





Replacing Thermostat 





/\ This is the thermostat dial. 


nected. 


It is removed from the 
thermostat proper by pulling off. 





2 Th. thermostat itself is fastened to the front panel by 
two screws. The thermostat can then be brought up 
through the left front unit opening and the wires discon- 


It will be well to tag these wires so that they 
can be replaced through the proper terminals when the 
new thermostat is being installed. 





3 The tubing from the bellows assembly leads toward 

the back of the range and is fastened to the false top 
underneath the crumb tray by means of a clip. This clip 
can be loosened by unscrewing a sheet metal screw. Pre- 
paratory to pulling the copper bulb out of the oven it 
is well to remove the two supports which are held to the 
back of the oven liner by means of two sheet metal screws. 








HIS is, one of a series of “how to” service articles on specific 

makes of electrical appliances. These step-by-step operation 
instructions are prepared by Electrical Merchandising, in cooperation 
with the manufacturers, and carefully checked for accuracy. Already 
published are similar service articles on the following makes of appli- 
ances: Westinghouse irons (February, 1941); ranges (August, |943); 
Maytag washers (April and September, !942); Knapp-Monarch 
toasters (November, 1942); Premier vacuum cleaners (November, 
1942); Simplex ironers (March, 1943); Speed Queen washers (March, 
1943); wringers (June, 1943); lronrite ironers (April, 1943); General 
Electric and Hotpoint irons (April, !943); General Electric washers 
(May, 1943); refrigerators, Type CA (October, 1943); Blackstone 
ironers (May, | 943); wringers (September, | 943); Universal irons (May, 


Previous Service Articles 


1943); washers (July, 1943); percolators (October, 1943); toasters 
(November, 1943); cleaners (April, 1944); ranges (August, 1944); 
Lovell wringers (June, 1943); Hotpoint ranges (June, |943); Apex 
washers and ironers (July, |943); Easy washers and ironers (August, 
1943); Chromalox electric range units (September, !943); Thor wash- 
ers (September, |943); Norge refrigerators (November, | 943); Bendix 
washers (November, |943); Gibson refrigerators (December, 1943); 
Telechron clocks (February, 1944); Dexter washers (March and April, 
1944); Motorola radios (March, 1944); ABC washers (April, 1944); 
1900 washers (May, !944); Crosley refrigerators (June, 1944); Auto- 
matic Laundry Queen washers (July, |944); Frigidaire refrigerators; 
Frigidaire ranges (September, |944); Horton ironers and washers 
(October, 1944). 





"7 
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Removing Oven Unit in the Electromaster Range 








: 


1 Take out two sheet metal screws—one on either side 4 “Demount" the top cover of the connector block. The y | Here's an idea of the disassembling of the terminal 10 1 
of the oven liner. lead wire from the thermostat and the'lead wire to the screws and nuts preparatory to removing the old oven P 
oven unit are bolted together. unit coil. itthe 











Remove the sheet metal screw holding the back end Here's the method for removing the bolt which holds The sequence of the nuts and washers beginning under 
of the even heater to the back wall of the oven Meer, the two oven lead wires together. the head of the terminal bolts are: two steel washers, 
one large mica washer, one small mica washer, one largé 
mica washer, one steel washer, and the nut. ¥ 


bot P > oon 
ay . 
P08 


e* 


* 





Off comes the cover over the oven unit lead wires. After the wires from the oven unit have been discon- After the terminals have been removed the coil can 12 
Then you remove the long sheet metal screw which nected from the lead wires from the thermostat the be unstrung. 

holds the porcelain connecting block to the back of the oven unit can be pulled out. 

range. 
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13 Now you are ready to assemble it in the oven unit 17 The terminal bolt is assembled this way. 
frame. 





-_ 10 The new coil can be stretched to the length of the 14 The threading of the coil in the oven unit frame is 18 Here is illustrated the method of tightening up the 
facilitated by two notched pieces of sheet metal as terminal bolt on the oven unit frame. 

the tension is kept on the coil after it has been threaded 

through one line of insulators, which is a great deal easier 

than trying to keep this tension with one hand and thread- 

ing the coil with the other. ; 


id oven old one by placing an end of both under the head 
of the oven door screw. 








hammond - - * oad 
3 —_ 11 Pull out the coil now until it is the right length. 15 It is well to have on hand a supply of the large and 9 Risininat te clita: tin-wrm wil batt te 
*e a This is important. small mica insulators as these usually distintegrate oven, the two lead wires are assembled to the 
=a under heat and have to be replaced. Sermtnals. 





eo? go. 





“MS 


12 Compare coils to see that the new one is exactly the 16 Here you see the assembly of the terminal bolt with 20) The oven unit lead wires are then connected to the 
same as the old one. the various washers and nuts. junction block on the back of the range and the 
, cover replaced. 
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Who says 


there ain’t 


no Santa Claus ? 
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THE PAST TWO YEARS and more have been none 
too easy on the nation’s electrical appliance dealers. 
True, most have survived, particularly Maytag 
dealers who have to their credit one of the finest 
records of consumer service in the annals of history. 
But there is another side to the picture, too. 
Yes, there is a Santa Claus! For, in this period of 
all-out war production, during which Maytags 
and other appliances have not been made, there has 
been accumulating a great and steadily rising demand 
for these very items. Today this has become a 
huge reservoir of profit possibilities which 
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appliance dealers are going to tap—soon, we hope. 
Never for a moment has the public been 

allowed to forget that when the war job is done, 

Maytag will be making washers again. More 

Maytags have been sold in the past than any 

other washer—more Maytags will, we think, be 

sold in the future. We suggest you learn, now, 

about the profit opportunities in store for every 
dealer who has a Maytag franchise. 







THE MAYTAG COMPANY 
NEWTON, IOWA 
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RALPH CRANCER 
started in 1926 with $300. Could 


retire now if he wanted to. 


Parra < 





i 





0. A. STOCKBERGER 


salesman, foresees popularity 
of a table television set. 


W. J. HEAVEN 


thinks television can combine 
with radio and record playing. 





One Dealer's Slant on 








T. F. FLYNN 


believes retailers should know 
more about television service 


RADIO and TELEVISION 


UT in the “Oklahoma” country 
QO they have a disconcerting way 
of asking, “If you’re so smart, 

why ain’t you rich?” That question 
would be all right if you asked it of 
Ralph C. Crancer of the South Side 
Radio & Furniture Company of St. 
Louis. He is rich in experience and 
has made money in the radio business. 
Look about this business establish- 
ment, and you will observe that, like 
the cat, it has always landed on four 


feet. Even the building is an old 
church that Ralph bought from a 


squabbling congregation by paying off 
the mortgage of $15,100. It gave him 
a location next door to Sears Roebuck, 
and he was recently offered $300 a 
month rent for 30 feet of his 80-foot 
store. He started in 1926 after some 
experience with a dollar down, dollar 
a week downtown furniture, and picked 
a location where credit was best in 
St. Louis. Early in radio he had a lot 
of part time salesmen; a motorman 
who dingdonged daily past his store 
was picking up customers for him. 


The Retailer's Viewpoint 


Today, veteran, cagy, and able to 
retire if he wanted to, Ralph Crancer 
gazes at the postwar radio and tele- 
vision market with calm appraising 
eys. 

Because there has been so much talk 
about the coming marvel of television, 
ELectric MERCHANDISING figured it 
would be a good angle to get the re- 
tailing point of view on how it should 
be sold. It was felt that it might be 
timely also to find out what the vet- 
frans were thinking about postwar 
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The boys at South Side Radio, St. Louis, 
examine future prospects and problems 


radio possibilities at the same time. 

Who was better than South Side 
Radio? It has sold about 8,000 radios 
in 18 years. It has carried on with 
radio repair work. So it was no group 
of amateurs who sat down around a 
roundtable and began punching the bag 
in response to questions. There was 
O. A. Stockberger, W. J. Heaven, T. 
F. Flynn, in addition to Ralph Crancer, 
Jr. and his poppa. 


"Boys, what can you get for a television 
set after the postwar boom is over and you 
steady down to selling merchandise?" 


“We can get from $200 to $300.” 
“Will you sell straight television?" 


“No, we will sell it in combination 
with radio and possibly record players.” 


"Are there any angles on the retailing of 
television that puzzle you?" 





South Side Radio got an excellent location next to Sears 
Roebuck by buying and remodeling an old church. 


1944 


it, from what there has 
appeared in magazines, you can only 
sell television two or three hours a day 
when programs are on. You have to 
demonstrate your television set and it 
is going to be a bit awkward to expect 
all prospects to pop in when a program 
is on the air. A dealer must have one 
television set ready to operate if he is 
to demonstrate. It’s got to be some- 
thing that the prospect can see out in 
the open, because customers don’t like 
dark rooms. 

“It looks like the smart television 
manufacturer is going to work out 
some sort of a setup whereby the re- 
tailer can demonstrate at any time. 
Then another thing must be remember- 
ed. Television is oversold to the 
public. Folks think of it like they 
dream of heaven. If, after they get it, 
they find the programs let them down, 
the sets will revert in numbers. That’s 
why we would like record players and 
radio with out television. It will help 
make sales stick.” 


“As we see 


"You have about 8,000 customers who 
bought radio from you. What percent of 
these owners will be good as television 
customers?" 

“We will sell about one-tenth of our 
prospects television.” 

"It is a known fact that any appliance 
must continue to operate at least until it is 
paid for. Do you plan to service television?” 


“The service end of television is 
something we would like to know a 
lot more about. What happens when 
a tube goes sour? How much school- 
ing do our service men need to care 

(Continued on page 150) 
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HERE'S THE UTILITY'S OVER-ALL PLANNING COMMITTEE IN SESSION 


To provide a background for dealer post-war planning, this over-all planning 
committee of the Pacific Gas & Electric Co., made up of department execu- 
tives, supervises the work of some 70 other committees in the organization. 
From left to right, clockwise: O. E. Doerr, general sales manager; D. G, Martin, 


I: ARLY in 1943 the Pacific Gas 
and Electric Company started to 


consider all the aspects of its own post- 
war problems. 
ing all of northern California, with 
more than 861,000 rural and domestic 
electric customers, and with 1,651 
dealers in its territory at the start 
of the war, the problem was obviously 


With a company serv- 


a complicated one which no one man 
could hope to solve. It was decided 
to organize a framework of commit- 
tees extending throughout the entire 
organization, including all divisions 
and departments of the company. An 
overall planning committee composed 
of high ranking officials in each de 
partnient supervised the work of some 
seventy subcommittees which were ap 
pointed to collect data and formulate 
plans and recommendations for post- 
war action. 


All Activities Studied 


Every phase of the company’s ac- 
tivities was included in these studies. 
Such matters as plant construction, dis- 
tribution facilities and availability of 
supply were analyzed for each year 
up to 1950 in order to determine what 
the post-war requirements might be. 
Studies of probable load demands were 
of course a part of this projection. Po- 
tential post-war markets were studied 
and plans are now being developed to 
secure a substantial portion of this 
market. 

California has enjoyed a marked in- 
crease in industrialization as a result 
of the war, with a consequent in- 
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creased demand for power. The largest 
of the new war-born industries in the 
northern section of the state is ship- 
building, which of course is one of the 
activities which must inevitably fall off 
as the war comes to a close. It is esti- 
mated that postwar power requirements 
of shipbuilding will be only twenty 
percent of the present connected load. 
Chis means that markets must be found 
elsewhere for eighty percent of the 
energy now being used in this field, 
as well as for power required for other 
activities which will end with the com- 
ing of peace. It is the domestic, com- 
mercial, agricultural and lighting mar- 
kets to which the utility will turn to 
take up the slack. 

The Pacific Gas and Electric Com- 
pany has always recognized the dealer 
as a dominant factor in the sale of 
equipment which utilizes electricity in 
the home, on the farm, and in factory 
and store. It is anxious to encourage 
and aid dealers in making adequate 
plans to take advantage of the full 
possibilities of the postwar period. 


Supplements Other Surveys 


Manufacturers and many national 
agencies have developed and published, 
on a national basis, factual informa- 
tion on markets and merchandising 
programs, to assist businessmen in 
planning their future operations. The 
company decided not to duplicate these 
data but to supplement them with in- 
formation concerning local markets 
which will be important to the dealer 
in making his plans and which he 





general auditor; W. G. Vincent, vice-president and executive engineer; R. E. 
Fisher, vice-president in charge of public relations; Emery Wishon, vice-presi- 
dent and general manager; W. G. B. Euler, vice-president in charge of opera- 
tions; L. J. Nevreaumont, manager of personnel and E. J. Bickett, treasurer. 


Helping Dealers Plan for 
Post-WaAR 


The Pacific Gas & Electric Co. provides 
basic market facts on all phases of their 
business and community to aid dealers in 
getting ready for the selling days ahead 


By CLOTILDE GRUNSKY 


would find difficult or impossible to 
obtain for himself as an individual. In 
order to make the survey effective 
over the diverse territory served and 
also in order not to place too great a 
burden upon any one individual in 
collecting and analyzing material, the 
territory served by the company has 
been divided into sixty-five trading 
areas. For each of these, facts are be- 
ing collected and analyzed and predic- 
tions made which will give a compre- 
hensive picture of this area as a mar- 
ket for electrical appliances and equip- 
ment during the first five-year period 
following the war. 

A series of seven booklets is sched- 
uled to be published, each with 13 dif- 
ferent editions, covering the territory 
within one of the company’s divisions. 


NOVEMBER, 


These will contain data on each sub- 
ject by years and by trading areas, so 
arranged that the dealer in any district 
may find the information for his own 
trading area shown in juxtaposition to 
that of nearby communities. The book- 
lets will be sent by mail or, wherever 
possible, delivered personally to every 
dealer operating in the territory served 
by the company. 


Population Changes 


The first of these studies concerns 
the population changes to be expected 
when the war is over. This takes 
each trading area as a separate entity, 
figuring in such factors as present con- 
ditions, industries which may be dis- 
continued, others which will remain in 

(Please turn to page 70) 
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4,000,000 LESS 
—47% MORE! 


Government figures have it that the farm population today is smaller by 4,000,000 than it was in 
1918. But—our farmers produce 47% more! The progressive farmers who read FARM JOURNAL— 
and there are more than 2!/) millions of them—are just naturally among the leaders in up-to-date 
farming methods that make possible such production records. 


These farmers use all the latest kinds of equipment—and, along with the records, they make 
money which buys the best of household necessi- 
ties and conveniences. You'll find good furnish- 
ings, radios, washing machines, and all the rest, 
in their homes. There’s no comparable market 
anywhere. FARM JOURNAL influences the selec- 
tions of farm people as no other magazine can. 
That’s why you ought to know the things FARM 
JOURNAL people prefer — it pays to stock and 
display them. 










These are the products in your line advertised in 


current issues of the FARM JOURNAL.Display them. 








ALCOA ALUMINUM FREEZE-ALL PHILCO PRODUCTS 


















perenne FRIGIDAIRE RCA PRODUCTS 
°° e e BOND FLASHLIGHT ENERAL E 
BATTERIES panna REPUBLIC STEEL 
Make the facts work for you. Write—and let BRIGHT STAR esiiiiaaadiaia laine 


us tell you how many FARM JOURNAL subscrib- FLASHLIGHT BATTERIES © MONARCH RANGES 

















ers live in your own county. The FARM JOURNAL: BURKS WATER SYSTEMS NORGE U. S. STEEL 
has anywhere from half-a-million to a million- DEEPFREEZE PARMAK ELECTRIC WESTINGHOUSE 
and-a-half more subscribers than any other na- EVEREADY FLASHLIGHT FENCER PRODUCTS 


tional or sectional farm magazine. In two coun- 
ties out of three it leads Life, Collier’s and The 
Saturday Evening Post. 


BATTERIES 





PERFECTION STOVES ZENITH RADIOS 


Of the ~<e Sh wie! 
FIRST FOUR a aoUneaell 2 
General Magazines |(iRguuan g,- 


only ONE covers 
the rural market 


GRAHAM PATTERSON, Publisher 
Washington Square, PHILADELPHIA 5 
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IN A SMALL STORE... 


Furniture 
Doesn't Fit 


Michael's radio and appliance store in Trenton, 
N. J. experimented with furniture when appliances 
went out, but he's convinced now that it has no 


place in his business 


Michael Vocaturo opened this new store in 1941, after 12 years experi- 
ence in the radio and electrical appliance business in Trenton, N. J. 








Now stressing both radio set and electrical appliance repairs, Vocaturo also assembles 


When appliance manufacturing ceased, a venture in household furniture failed to prove 





very profitable, primarily because of lack of sufficient display space. 


N Michael’s radio and electrical 
] appliance store in Trenton, N. J., 

any mention of furniture as an ideal 
sales line for a wartime filler fails to 
arouse a spark of enthusiasm in Mr. 
Michael Vocaturo. In fact, Mr. Voca- 
turo, who owns this neighborhood out- 
let a mile and a quarter from the center 
of the city, now wonders how he ever 
straved so far off the beam-as to take a 
flyer in a wide variety of furniture in- 
cluding complete bedroom, dining room 
and living room sets. An experienced 
auto mechanic before he opened a radio 
shop in 1929 and soon thereafter ex- 
panded into the appliance field, he now 
is firmly convinced he should have 
stuck closer to his knitting, when his 
regular lines of merchandise were ex- 
hausted, by featuring service and repair 
of radios and appliances. 

That a sizable furniture store lo- 
cated in a neighborhood area can turn 


in a fine sales job, he freely admits. On 
the other hand he insists, and with lots 
of emphasis, that the general run of 
household furniture has no place in a 
radio and appliance outlet such as his 
with but 1000 square feet of floor space. 
Now he’s clearing the stock as fast as 
he can at a price which will let him 
get out with his shirt. His plans for 
the duration, until Michael’s again can 
blossom forth as an attractive neigh- 
borhood radio and appliance center, 
call for all-out stress on the repair 
angle. Vocaturo moved into this store 
late in 1941, about the same time that 
he converted his savings account into 
radios and appliances and also touched 
the bank for a loan so he could add 
further to his stocks just ahead of the 
big freeze. It was a “real good” year 
for him. Just shy of 100 electric refrig- 
erators were delivered to nearby homes 
and well over that number of washing 
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as many "rebuilds" as possible from trade-ins required with all purchases. 


machines also were sold. Radio sets 
and other appliances all moved corres- 
pondingly fast. 

The following year was slightly 
better but in 1943 the dollar volume 
fell away nearly 50 per cent. At the 
current rate of business now flowing 
through this outlet, Vocaturo expects 
to wind up this year with a further slice 
in the gross. He anticipates it will be 
all of 10 per cent off the previous year 
unless the returns from the accelerated 
repair phase of the business come fast 
enough to offset the showing made 
during the first six months when the 
emphasis still was on furniture sales. 
The way repairs already are beginning 
to mount up is highly gratifying to 
him. 


Limited Service 


In prewar days, Michael’s never 
stressed service of radios or appli- 


ances beyond the point thought neces- 
sary to hold customers in line, so they 
would stick to Michael's when they 
desired more appliances. On this basis 
the concern invariably turned down all 
service calls on products not bought 
through this outlet. 

At the turn of the current year, how- 
ever, Michael’s decided to accept all 
radio calls regardless of where the sets 
originally were purchased. The same 
policy now is extended to all electrical 
appliances. Most of the radios are re- 
paired in the shop in the rear of the 
store but particularly tough jobs are 
relayed to a local distributor who ac- 
cepts everything that comes along, | 
purely as a wartime measure for dealer | 
convenience. Appliances are handled | 
in similar fashion. 

Along with this greatly extended | 
service, Vocaturo now offers for sale 

(Please turn to page 152) 
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Before very long “reconversion” will be much more —Premier’s national advertising is already at work 
than a catch-word to you—you and your business building future business. Will you be ready to get 
will actually be going through it! You’ll be converting your share of Premier sales? 





into new appliance sales the good-will you’ve built 


Get in touch with the distributor who will serve you 
up through wartime service. 


—or write us. 
But what will you be selling? Your future depends 
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SALES ~ SERV Ct . 
SMASHING MACHINES 
VACUUM CLEANERS 









WE REPAIR 


7.0407' 
WE BUY ‘| 


cach CALAMUS 


View in busy shop, showing W. H. Griffin, proprietor at right. 





Dixie Sales & Service, Birmingham, 
Ala., says it is—and makes friends by 
turning out real washer repair jobs 





Exterior view of place of business, showing washers waiting delivery to customers. 











EPAIR and maintenance of 


washing machines is a_ spe- 
cialty with Dixie Sales & 
Service, Birmingham, Ala. The cor- 


ner shop in downtown Birmingham 
stays jammed with work and at times 
overflows out into the street. W. H. 
Griffin, proprietor, estimates that he 
turns out about $100 worth of busi- 
ness per day and could do more if he 
had more help. 

“I never performed a service that 
was more appreciated by the public,” 
said Mr. Griffin. “That is because wo- 
men are using their washers more 
than ever before. They can’t get 
washerwomen for love or money and 
steam laundries are overcrowded and 
tequire one to two weeks to turn out 
their work. Consequently washer 
owners depend on their machines more 
than ever. but when they get out of 
fix they say they have difficulty find- 
ing a place to repair them. I suppose 
that is why my service is appreciated 
to such an extent.” 


Chief Washer Troubles 


Mr. Griffin said the chief troubles 
developing with washers involved 
drive blocks, center post housings, 


segment gears, wringer assemblies and 
pump wheels. There is a critical short- 
age of these and where he is unable to 
get a new part, he usually manages to 
salvage one from an old machine or 
else make one. Numerous parts are 
made in local machine shops and Grif- 
fin’s equipment includes a lathe, drill 
press, welding machine and other ma- 
chines with which he can adapt parts 
to fit. 

Occasionally washer troubles are 
due to motor failures. Mr. Griffin 
turns defective motors over to a motor 
shop to be repaired or rewound and 
returned with a guarantee. However, 
he does the dismounting and re-install- 
ing of the motor. 

No effort is made to repair a washer 
in the home, unless it is some minor 
adjustment, readily made. Instead it 
is brought to the shop and given a 
thorough going over. The average re- 
pair bill runs $5 to $10. Mr. Griffin 
makes a specialty of a complete over- 
haul job, running about $35, in which 
the washer is gone over from stem to 
stern, all defective parts replaced, and 
put in new working condition. Many 
customers authorize the complete over- 
haul on the theory that it is best to 
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have everything done at once, so the 
machine will be out of service the least 
amount of time. It is a fact, Mr. Grif- 
fin asserts, that many families can 
hardly do without their washing ma- 
chines, 


Museum Models Repaired 


Some of the machines repaired in 
the past year or so are museum models, 
being 20 to 30 years old. Occasionally 
Mr. Griffin finds a customer who pre- 
fers to sell her machine rather than 
have it fixed up. He buys it, gives 
it a complete going over and then re- 
sells it to just about the first customer 
that comes along. Every day, cus- 
tomers seeing the flock of machines 
around his place, come in wanting to 
buy a washer. 

“After the war I will sell new 
washers as well as repair old ones,” 
said Mr. Griffin. “I will move my 
shop back from the corner, so as to 
make way for a show room. I am 
confident that the washer will replace 
the refrigerator as the most active 
selling appliance in this territory. I 
expect the automatic washer to come 
squarely into the picture, that is a ma- 
chine which with the push of a but- 


ton will wash, wring and dry. How- 
ever, there will still be buyers for regu- 
lation type washers on account of the 
lower price. I expect many new homes 
to be built after the war to provide a 
complete laundry room with space for 
water heater, automatic washer and 
dryer and ironer.” 

Since Griffin has made a specialty 
of washers, other dealers refer con- 
siderable business to him. On average 
jobs he endeavors to give 48 hour de- 
livery, knowing how much needed the 
machine is in the home. Major over- 
hauls require a week or more. 


Wife Helps in Office 


In running the office Mr. Griffin has 
the help of his wife, who was formerly 
contact representative for the Singer 
Sewing Machine Company and knows 
how to meet the public. She keeps 
the office, answers the telephone and 
takes in jobs. Mr. Griffin gives most 
of his attention to the shop. The con- 
cern also repairs vacuum cleaners, but 
won’t allow a refrigerator, radio or 
table appliance in the house,.so that 
it can give maximum time to its spe- 
cialty. 
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help Frigidaire Dealers 


better Home Freezers 





Freezine, thawing, cooking, taste-testing—they re all parts 
of the extensive Frozen Food Research Program that Frigid- 
aire has been conducting for more than two years. To im- 
prove present products ... to develop new ones in the 
home freezer field . . . to develop more effective techniques 
for preparing food for freezing, for freezing food, for cook- 
ing frozen food ...to further the popularity of frozen food 
storage—these are just a few of the reasons why Frigidaire 


is engaged in this great research program. 


From continuing research like this are coming the prod- 
uct advantages and sales knowledge that will make it pos- 
sible for Frigidaire Dealers to capture a major part of the big 
postwar home freezer market. Since 1942 alone, nearly 200 
separate projects have been put “in work”—more than 2,600 
individual tests made. 


As a result of this intensive program, Frigidaire already 
has important answers to such basic questions as: 

How should various foods—meats, vegetables, fruits, etc.— 

be prepared for freezing? 


How should foods be wrapped, or what kind of containers 
used, for frozen storage? 


What temperature is best for freezing foods? What tem- 
perature is best for storing frozen foods? 


What varieties of fruits and vegetables are most satisfac-. 
tory for frozen storage? 


How does frozen storage compare with other food- 
preserving methods as to: Flavor? Appearance? 


What features will make home freezers even more con- 

venient and salable? 
Frigidaire has answers to many important questions like 
these, is learning the answers to many more, as the result 
of constant experimentation in its own Home Economics 
Research Laboratory .. . field surveys among users and 
Pfospective users of all types of frozen storage equipment 

-. cooperation with large food processors, universities, 

Government agencies, and others engaged in frozen food 
experimental work. 
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Frigidaire Dealers have already benefited from this re- 
search work. An authoritative instruction booklet, How to 
Freeze and Store Foods, and a practical Frozen Food Packaging 
Kit—both developed out of Frigidaire Research—have won 
Frigidaire Dealers valuable goodwill and recognition in the 
home freezer market. 


But the greatest benefits of Frigidaire’s present Frozen 
Food Research are yet to come—when the findings of this 
program are translated into new and improved Home Freezers 
and Selling Plans for Frigidaire Dealers! 





Frozen Food Research: One more reason why the Frigidaire 
Franchise is prized so highly ... one more evidence of how 
completely Frigidaire shares in General Motors’ forward- 
looking policy of: 


“Finding out what people LIKE 

— and doing MORE of it. 
“Finding out what they DON’T LIKE 

— and doing LESS of it.’’ 


Listen to 
GENERAL MOTORS SYMPHONY OF THE AIR 
Every Sunday Afternoon, NBC Network 


BUY AND KEEP MORE WAR BONDS 
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PREWAR CHINTZ. 


POSTWAR PLANS 


AND PEACE PAINT! 





1. In the home furnishings business it pays to look 
back as often as you look ahead. For you have to understand the 
past to know how to wrestle with the future. Here Cyrus Clark is 
telling House Beautiful’s Elizabeth Gordon and Frances Heard about 
the best-selling patterns and colors in his prewar line—gauging 
the direction of taste trends after resumption of civilian production. 


Q, The man behind the counter, who hears what customers 
ask, ought to have all the answers. Here’s Russell Rypsam, House Beau- 
tiful’s Art Director, (left) doing a job of brain picking on Ralph 
Chipurnoi, Housewares Buyer (center), and Louis Stern, Assistant 
Buyer for Gimbels (New York). See results of this and other field 
research on paints in November issue of House Beautiful, pages 94-95. 





3, It takes a heap of walking to cover a market, as 
everyone knows. As a result, retailers (and magazine editors) de- 
velop some pretty strong muscles and lasting friendships. Here is 
House Beautiful’s Patricia Guinan at the last New York Gift Show, 
being shown the new items in the Kensington line by famous Design- 
er Lurelle Guild and Kensington’s Sales Manager W. W. Brossman. 


A, You don’t learn about markets sitting in an office. And 
sales records don’t tell anything about the business you didn’t get. 
There’s Elizabeth Gordon, Editor of House Beautiful, at luncheon in 
Los Angeles with such people who-ought-to-know West Coast taste 
in markets as Earl Barker (Barker Bros.), Wallace Neff and Allen 
Siple (architects), William Haines and Jack Moss (decorators). 


HOUSE BEAUTIFUL is the magazine that interprets your market for you! It’s FIRST in the home field 
... the must magazine for buyers who make it their business to know their business! 
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HE true power of 

America is not, aS our 
enemies thought, in our great 
factories, our natural resources 
..it is in the know-how to 
meet new situations in new 
ways... summed up in a phrase 


known throughout the entire 


world — "Yankee Ingenuity! al 





ANKOSEAL multi-conductor 
insulated cables are among the 
most promising of Ansonia 
war-proven developments. If 
you have, or expect to have, 
a use for electrical cables— 


CHECK ANKOSEAL! 











Ri ay 


At Ansonia, for example, war 
found us with no experience 
in making cables of the exact 
type required by the Army and 
Navy, with their unique speci- 
fications. Y et we have produced 
them in staggering quantities 
—which, like their exact 
nature and use, must remain 
secret. But we can say that re- 


quirements were not only met 
but that one new and particu- 
larly vital kind of cable was first 
produced here at Ansonia — 
in an old brick building typical 
of the Naugatuck Valley. This 
type of thinking and action 
continues to be available to our 
forward-looking government 
in war, to industry in peace. 


THE ANSONIA ELECTRICAL to 


Specializing in “Ankoseal” a Thermoplastic Insulation 
ANSONIA e¢ CONNECTICUT 





A Wholly-Owned Subsidiary of 





NOMA ELECTRIC CORPORATION 


GENERAL OFFICES « NEW YORK, N. Y. 


—In peacetime makers of the famous Noma Lights—the greatest name in decorative 
lighting. Now, manufacturers of fixed mica dielectric capacitors and other radio, radar 


and electronic equipment. 
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_.. STEWART-WARNER Has Shipped 
More Than 1200 Carloads of Radios, 
Communication and Direction-Finding Equipment 


to the Army and Navy! 





This equipment was shipped on time! It totals more than 





12,000,000 pounds of highly technical apparatus—or a train A 
nearly 12 miles long! It includes transmitters, signalling and 

direction-finding equipment, two-way transmission units and he 

; : ; 

electronically controlled instruments and devices—and much % 

; ; Th 

other equipment we cant talk about. And we're still produc- cor 

me: 

is | 

wh 


ing it at full speed! 
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For Post-War Sales 


Give ‘Them Service 


ST OMAL ....~ 0 


Butz brothers of Chambersburg, Pa., Confident Con- 
sumers in Post-War will Stick to the Appliance 
Dealer who Renders Them All-out Wartime Service 


HE Butz brothers of Chambers- 

burg, Pa., operating under the 

name of Modern Home Appli- 
ance Co., confidently expect to bank 
their full share of the consumer dollar 
plunked down for appliances and radios 
in the early stages of the post-war area. 
They expect to do so regardless of any 
competitive developments in their im- 
mediate trading area. Their confidence 
is based wholly upon consumer loyalty 
which they consider will be just as im- 
portant and tangible a factor in the 
consumer’s post-war purchasing deci- 
sion as brand, price, terms and delivery. 
,, sEvery move in this store for the 
past two years has been directly keyed 
to customer service,” says Stanley Butz 
who explains that three of the brothers, 
he, Joe and Frank, carried the business 
until the repair load swelled to, such 
proportions they also needed an assist- 
ing hand from John. The latter, who 
formerly worked in a machine shop, 
now is the sweeper expert for the con- 
cern. Continuing, Stanley says: 


Large Stock of Parts 


“Although we bought as heavily as 
possible just betore the freeze, we did 
not have abnormally large stocks of 
new merchandise on hand at that time 
and since then have not been able to 
locate much additional new merchan- 
dise. Fortunately, however, we were 
well loaded in the repair department 
where the inventory of parts was par- 
ticularly heavy. When the army took 
over the largest local commercial 
laundry we thus were able to keep a 
lot of washers running for house- 
wives who otherwise really would have 
been up against it. 

“Refrigeration service also ran us 
ragged and an astounding number of 
vacuum cleaners and other small appli- 
ances also came into the shop for re- 
pairs. It certainly has kept us stepping 
throughout this period. We have kept 
two trucks on the road all the time. 
The four of us, of course, have put in 
long hours and gone to extremes to 
render repair service at as reasonable 
a@ cost to the consumer as possible. 

“We firmly believe this service at- 
tention on our part will be repaid 





The Butz brothers of Chambersburg, Pa., find this corner adjoin- 
ing residential section, several long blocks from shopping center, 
an excellent location for appliances. 





A brisk trade in milk coolers, along with oil space heaters and 
ranges, bolsters the sales end of their wartime operation which 
is primarily keyed to appliance service. 


through consumer loyalty after the 
war. Frankly, I think we deserve that 
break. We really have earned it.” 


Stayed in the Groove 


The Butz brothers stuck as close 
as possible to the general appliance 
game throughout this period. No sales 
time or floor space has been sacrificed 
in order to introduce any line of non- 
allied merchandise aside from a small 
display of paints and enamels for the 
convenience of customers in keeping 
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Four brothers, (I to r) Joe, John, Frank and Stanley Butz, team together to swing 


the operation of the Modern Home Appliance Co. 





their own appliances in good shape. 
The store, which is 30 feet deep, has an 
18-foot front and the service shop is 
10 x 12 feet. The concern has occu- 
pied this location, several blocks from 
the center of the city, for eight years, 
retailing to Chambersburg’s 16,000 
population and the surrounding trading 
area, principally farming country with 
a heavy proportion of dairies. 

“I’m certainly glad we were able to 
locate some new home freezers and 
some convertéd ice cream cabinets,” 








Home freezers and converted ice cream cabinets also are proving 
profitable items for the Butz brothers who report farmers and 
restaurant owners best prospects for these units. 





Pauline Monn, the firm's bookkeeper, also routes appliance 
repairs handled through the store, A small stock of paint is 
only wartime addition to normal sales lines. 


Stanley further informed us, “because 
they have eased the refrigeration situa- 
tion for many farmers and restaurant 
owners. Furthermore, we have been 
able to satisfy a number of customers 
by obtaining ice refrigerators (Cooler- 
ator) for them. These people won't 
forget us when we again have a full 
line of appliances on hand. 

“Oil space heaters and milk coolers | 
have proven profitable to us and life | 
savers to customers. Kitchen cabinets | 
(Pierce) also have moved fast. 
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It’s over two years since the last Hoover Cleaner was made. That’s a 
long time for any product in any market—even a Hoover, that has a 
two-to-one preference among women over any other cleaner. 


The next best good-will-keeper to selling new Hoovers is servicing 
Hoovers in the hands of users to maintain the Hoover good name. 


Hoover is making a selling tool of service to keep new Hoovers the 
most wanted brand of cleaners. 


Hoover offers genuine service at a stated price . . . features Hoover service 
in national advertising . . . maintains a dependable service system in im- 
portant points across the nation, with an added dealer service-franchise 


system for smaller communities. 


Selling-with-service is the kind of selling that will make the new 


Hoovers to come move even faster than the millions of Hoovers that 


eae, The HOOVER 


REG. U. S. PAT. OFF. 


IT BEATS... AS IT SWEEPS... AS IT CLEANS 


THE HOOVER COMPANY 


North Canton, Ohio 
Canada: Hamilton, Ontario + England: Perivale, Greenford, Middlesex 
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Keeping Customer 


GOOD WILL 
IN WARTIME 


When pick-up and delivery service has to be aban- 
doned, explain the facts to the customer, says 
Frank Le Perte of Dubuque’s Independent Radio 


Service. 


HEN a customer telephones the 

Independent Radio Service, Du- 
buque, Iowa, and says that she wants 
someone to come to the house and 
pick up a radio for repair, Frank Le 
Perte, owner of this one man shop, 
knows that he has a problem on his 
hands if he wants to retain customer 
good-will. 

He patiently explains to the cus- 
tomer that he doesn’t have a pickup 
and delivery service during wartime. 
He explains that he has a one man 
shop, and that if he were out making 
home calls, or pickup, the customer at 
this minute would not be able to get 
anyone at the shop. She would thus 
be wasting her time, would have to 
telephone again, etc. 

“You've got to handle this cessation 
of pickup and delivery service very 
diplomatically if you don’t want to lose 
customers,” says Le Perte, who has 
been in business for many years. 
“While most dealers have plenty of ser- 
vice work at the moment, the time is 
coming when we will all want more 
customers, and that is the time when 
we will have to draw on our good- 
will, built during peace time and dur- 
ing wartime. I like to explain to phone 
customers why I can’t service their 
radios at home, or pickup and deliver. 
I find that this practice of informing 
the customer, pays dividends. The 
average American is a good sport. If 
you tell him what’s what, he will 
usually cooperate.” 

Le Perte also tells customers who 
try to get “tough” with him, that by 
staying in his shop all day long he 
is able to repair two and three times 
as many radios as if he would make 
some home calls, etc. The average 
customer sees the logic of this reason- 
ing and is willing to bring his radio 
in for repair. He also suggests that 
if there is no other way to get the 
set to the shop for repair, that the 
customer can hire a taxi or transpor- 
tation company to bring it down. 
Round trip rates are very low, he re- 
ports. Customers appreciate sugges- 
tions of this sort, especially where they 
have no adequate transportation. 

During wartime, Mr. Le Perte has 
been able to get along fairly well on 
volume of work, by putting in long 
hours. He tries to get all sets out 
within a week to ten days, if possible, 
except where there is delay with parts 
or tubes. Often he gets more time 
from some customers who do not need 
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Frank Le Perte at his radio repair bench. 
Note small sliding table to hold radio service 
catalogs 


their radios repaired in such order. By 
asking each customer when they want 
their sets, it is often possible to gain 
some additional time for repairs, he 
states. 

To facilitate his work at the bench, 
Mr. Le Perte has built a special fold- 
ing table, which juts out from his 
work bench around knee level. It is 
large enough to enable him to place 
a radio manual on it, or a small radio 
set. Coming out from his desk at a 
right angle, it is very handy and can 
be used for a number of purposes. 
The table has several hinges, so that 
when it is not in use it can be folded 
and shoved back under the bench. 

“This little arrangement has helped 
me speed up my work during war- 
time,” says Le Perte. “It saves get- 
ting up and hunting for additional parts 
or tools, or manuals. It saves many 
steps. And it can be put away when 
I have no need for it. Any radio 
service man should be able to build 
one merely by looking at the picture.” 

Another very profitable feature of 
Le Perte’s business is the repairing 0! 
automobile radios. He does this work 
for various garages in the community. 
It is a steady, profitable volume of busi- 
ness. Le Perte requires that the auto- 
mobile dealers take the radios out ol 
the autos and bring the sets to him. 
He also requires that they install the 
sets when he has repaired them. In 
this way he is able to turn out quite 
a volume of this kind of work within 
the time he can allot to it. 
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with a superb power plant, but ... no way of thirds by obsolete methods. 


realizing its “end use”— transportation. 


Clean, dry, ironed clothes are the “end result” 


that people expect from the home laundry oper- 


ation. Many postwar 
buyers of home laun- 
dry equipment sim- 
ply won’t be satisfied 


to do their washing 


BLACKSTONE CORPORATION, JAMESTOWN, N. Y. 


A Division of Jamestown Metal Equipment Co., Inc. 











BLACKSTONE 


PRIODUCT OF 
AMERICAS OLDEST WASHER MANUFACTURER 
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Yoel / NO WHEELS? 


Silly. Isn’t it? Imagine buying a modern car- effortlessly — and then tackle the toughest two- 


Those buyers who contact a Blackstone dealer 
won’t have to. And this dealer’s unit sale, inci- 


dentally, will be approximately three times that 


of the dealer who 
sells just washers — 
“instead of every- 
thing for the home 


laundry.” 
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Siugly...0r ara Complete Laundry 
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They're planning 
YOUR future 











Everyone is doing a lot of planning these days... 
and the folks who own General Electric appliances are 
no exception. 


These General Electric appliances have stood up 
sturdily throughout the war years. They’ve given the 
kind of top-notch service General Electric is famous 
for—smooth, trouble-free performance, long-lasting 
efficiency. 


That’s why G-E appliance owners are pianning to 
buy more General Electric products when the war is 
over. 


That’s why their plans will be so important to the 
dealer with the familiar G-E sign in his window. 


Prospects a-plenty 


But the folks who own General Electric appliances now 
aren’t the only ones making plans. 


The General Electric reputation for excellence is 
reaching new thousands every week . . . through praise 
from satisfied users . . . through continuous General 
Electric advertising. 


Surveys have showed us .. . and hundreds of un- 
solicited letters have proved . . . how pleased appliance 
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owners are with the efficient, obliging, and reasonably 
priced repair work done during the war years. You and 
your servicemen have done a fine job in maintaining 
satisfaction among your customers. 


No wonder more and more people are planning to 
buy General Electric appliances. In a recent independ- 
ent survey on brand preferences for postwar pur- 
chases, General Electric was first choice for six 
out of eight appliances covered! 


We’re making plans, too 


You can get set for more and even finer G-E appliances 
to meet this demand when production bars are down. 


We’ re planning now to turn out new G-E washers, 
G-E Home Freezers, smart, serviceable G-E kitchen 


cabinets, G-E garbage Disposalls . . . in addition to the 


G-E refrigerator, range, and all those other General 
Electric appliances your customers know and need. 


We suggest you plan to link your name with General 
Electric after the war. You'll find that combination 
builds business, promotes sales, and produces satisfied 


customers who will come back again and again. 


General Electric Co., Appliance and Merchandise De- 


partment, Bridgeport, Conn. 
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FOR VICTORY 


General Electric is working night and day to speed 
the attack. 


You can help, too, by buying and holding more War 
Bonds than before. 
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WASHING MACHINE 
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“d=, CENTRALIZED PARTS JOBBER 


~~ ONE-STOP SOURCE OF SUPPLY 
fay @ ; 


Buy From Your 
CENTRALIZED 


APPLIANCE PARTS JOBBER 
A ONE-STOP 
SOURCE OF SUPPLY | 


The name of your Nearest Jobber will be sent you on Request 






















YOBBER MEMBERS EM 
aan JOBBERS 


WASHING MACHINE 
MANUFACTURERS 
PART§ JOBBERS 


We have jobber members located at the various points indicated 
by stars on the above map. Would you like the name and address 
ot the one nearest you from whom you can buy repair parts quickly 
for most makes of washing machines? This will save you time and 
enable you to serve your customers promptly. 
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Jobbers in the territories indicated by dots are invited to 
become members of the Appliance Parts Jobbers Association. 


APPLIANCE PARTS JOBBERS ASS’N, Inc. 


1015 Dime Building Detroit 26, Michigan 











A National Organization 
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What Do Dealers Want? 





cooking schools; store demonstrations ; 
public school cooking classes; assist- 
ance with window displays in dealers’ 
stores ; appliance shows ; adequate wir- 
ing promotion and business counsel- 
ing. Their opinion is that the kitchen 
planning service is a good sales help, 
but that it requires more extensive 
publicity. It was suggested that deal- 
ers’ salesmen be trained to gather all 
data from which our engineers could 
make the kitchen layouts for presen- 
tation by. the dealers’ salesmen. The 
majority agreed that the home econo- 
mist furnishes the greatest assistance 
by making individual demonstrations 
to consumers approximately 10 days 
after the equipment is installed. They 
also desire continuation of cooking 
schools held at department demonstra- 
tion centers and demonstrations in 
their stores for prospect groups. 

In the matter of general policies it 
is considered essential that cooperation 
be maintained in the post-war period 
between the utility’s sales department 
heads and the dealers. Closer dealer 
tie-in advertising is also desired. 


Range Wiring Policy 


Dealers are unanimous in their 
opinion that a return of the depart- 
ment’s free wiring policy would be the 
greatest possible help to sales. How- 
ever, their opinions are about equally 
divided on the wiring participation 
plans, half preferring the department 
cash reimbursement with a limitation 
on the number of reimbursements is- 
sued to an individual, and half pre- 


CONTINUED FROM PAGE 29 





ferring the plan which included a free 
service entrance unit on every installa 
tion, plus cash on the original appli- 
ance installation. The present major 
appliance service policy, which in- 
cludes free labor, transportation, and 
parts at retail price, is satisfactory to 
the majority. Most of the dealers who 
have cooperated with department pro- 
grams in the past desire a closer co- 
ordination of the utility’s sales and 
service organizations. The depart- 
ment’s range and water heater specifi- 
cations, which set a standard for cer- 
tain basic constructions, are consid- 
ered satisfactory and it is desirable 
that these standards be retained. 

Completed questionnaires are con- 
fidential. All suggestions of particu- 
lar merit were recorded separately and 
coded as to source, for future consid- 
eration. The recapitulation of opin- 
ions is now being used to formulate 
tentative revised policies and pro- 
grams. It is also being reviewed with 
the various groups concerned, and any 
further appropriate suggestions which 
may develop will also be considered. 
So far, two such meetings have been 
held, one with distributors and the 
other with merchandise managers of 
the downtown department stores. The 
reaction of these respective groups to 
this method of collective planning indi- 
cate the importance of this activity 
and it further develops a feeling of con- 
fidence that the utility is endeavoring 
to lay out a program which will pro- 
duce maximum benefit to all branches 
of the appliance industry. 


Should Dealers Join Associated Chain 








the Firestone setup off his hands. “It’s 
this way,” he explains. “A big ticket 
sale takes a lot of nursing, talking and 
chasing. If you are up to your ears 
in clothes pins, baskets and_tiddly 
winks, you are going to miss the boat 
with appliances, or big stuff. Further- 
more, I never saw a real appliance 
salesman who wasn’t driven crazy by 
having to fool around with a lot of 
little sales.” 

The Williams margin on Firestone 
goods is 38 percent. If the volume 
drops, he is cut to 35 percent. 

When he was a Gamble dealer he 
declared the associated chain took care 
of his advertising, charged him no 
freight, was very cheerful in replacing 
damaged merchandise or defective 
goods. Gamble set the prices he sold 
at, and he was permitted to cut but not 
to increase. In case of a price war, 
Gamble took the rap (losing a lot of 
dough in a battle over Peters shotgun 
shells once). Although Gamble wash- 
ers were priced at 20 percent less than 
brand names, Earl found them tough 
to sell as the public apparently pre- 
ferred the well known items. 

“But they move a huge quantity of 
washers,” we remarked to him. 

“Sure, in total volume. But how 
many does each dealer sell compared 
to what he could do with a known 
brand?” countered Earl Williams. 


CONTINUED FROM PAGE [9 





He felt that the catch in the asso- 
ciated store setup was the fact that 
the dealer could only make wages out 
of it, and had to work darned hard at 
that. There'were some marvelous ex- 
ceptions, he admitted, but the business 
of selling appliances calls for full time 
effort, and a lot of little stuff cluttered 
up the premises. 

His association with Gamble was 
extremely pleasant and when he wanted 
to give up his franchise Gamble took 
his stock and paid him more than he 
had put in it. Its policies are some- 
thing that the present manufacturer- 
distributor setups can study with profit, 
he thinks. 


A Distributor's View 


ELECTRICAL MERCHANDISING’s final 
interview was with a bigshot merchan- 
dising man who is in a position to be 
independent in his views. “After the 
war experienced men will do best to 
start their own stores. Inexperienced 
ones can probably do better if they join 
an associated hook-up. I am reminded 
of a distributor’s man who used to go 
out with a dealer, call on all his pros- 
pects, help close them and so on. The 
dealer in turn got a very small margin 
of profit. “He’s got to pay for being 
so dammed dumb” said the distributor’s 
man. 


NOVEMBER, 1944—ELECTRICAL MERCHANDISING 





se! ee ye eR et ee ed 


ite 


th 
ny 
ch 


en 


ity 


ras 
ted 
ok 
he 


ef- 


fit, 





Ask your Hotpoint distributor to show you 
this material—planned for Hotpoint dealers 
to help them make the most of their postwar 
markets. It's sure-fire, it’s timely right now 
and it's mighty important to you. 


HERE ARE SOME SUBJECTS COVERED 


Your Hotpoint distributor will gladly show you 
the presentation pictured at right covering, among 
other things, these important subjects: 


1. How big will the building boom be? Estimates 
by leading authorities concerning the great 
number of postwar homes. What this can mean 
to you as a Hotpoint dealer. 


2. How many old homes will be modernized? An- 
other great boom for Hotpoint—and for you. 


3. The great replacement market— for appliances 
now wearing out by the hundreds of thousands. 


4, Why people will be able to buy —“pent-up” 
purchasing power estimated at over 100 billion. 
dollars. 


5. Why 77% of new homes will be in price range 
for Hotpoint Kitchens. 


6. What Hotpoint has done and és doing to help 
you take advantage of the greatest building 
and modernizing boom in a lifetime — pre- 
selling your prospects. 


7. How Hotpoint helps you specifically. Promo- 
tion helps. Copies of ‘“Your Next Kitchen” 
by Hotpoint —the practical Kitchen Planning 
Guide being made available to your prospects. 
300,000 copies have already been requested ! 


DON’T WAIT. NOW IS THE TIME! 
Get in touch with your Hotpoint distributor, who 
will gladly present full details about this helpful 
program. Or mail the coupon to us and we will see 
that you get full information. 


Edison General Electric Appliance Company, Inc. 
5620 West Taylor Street, Chicago 44, Illinois 


ELECTRIC 
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Ask your Hotpoint dis- 
tributor to show you 
this presentation and 
this Kitchen Planning 
Guide—or mail the 
coupon below. 













Edison General Electric ‘agente aa, Inc. 
5620 West Taylor Street, Chicago 44, Illinois 


I want all the tools I can get to take advantage of America’s 
Biggest Appliance Boom. Please send full details. 


Name ane Title. 








Firm — 





Street 








City and State 
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It's hard to believe 


TT" is about a little experiment we performed with 
a 40 gauge Chromel-A wire, which is not much coarser 
than the hair of your head. We wanted to find out what 
would happen to a wire so fine, if it would be heated to 
1800 Deg. F., say, by passing a current through it... . If 
you didn’t know how durable Chromel-A is as a heating 
element, you'd think that this .0031” dia. test wire, so 
treated, would just about vanish, while you watched. 
Actually, however, this 40 gauge Chromel-A wire, just 
suspended as a loop, has now run for 888 hrs. at 1800 
Deg. F. How much longer it will last, we don’t know. 
It’s already lasted long enough to prove the tough 
durability of Chromel-A, in the heavier sizes used in the 
heating devices you sell as a dealer, or as a maker. It like- 
wise proves the lasting quality of Chromel-A in electric 


ranges and industrial units. 


HOSKINS MANUFACTURING CO., DETROIT 8, MICH. 
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HOSKINS 
CRROMEL 


WIRE 











Jobs After V-Day 
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tomers’ viewpoint, with no advertising 
literature distributed. Talks on site 
selection, building laws, house design, 
work spaces, service areas and storage 
space are covered. Along with color, 
lighting, plumbing and every other 
question that plagues the home builder. 


Home Building 


A volume business in home building 
is not just going to happen after the 
war, declared W. J. Guinan of the 
Builders Assn. of Detroit. “We are 
going to have to go after it. If we 
have a national volume of business of 
around $140 billion we can normally 
expect $12,600,000,000 to be spent on 
housing. However, the national per- 
centage of income spent for housing 
has run from 7.2 percent in 1925 to 1.33 
percent in 1932. The housing business 
is what you make it. 

“The average postwar home will 
cost about $6,000. On that cost the 
average will not reflect a very high 
standard of living. 

“Unless there is some radical change 
in the private banking setup, we will 
need an FHA to aid in the financing 
of this volume of home building. Now 
the FHA limits the monthly payments 
of the owner to not more than 25 per- 
cent of his income. 

“Tt is obvious that if we are going to 
do a superlative job, we Will need long 
terms of 20 to 40 years to sell low-cost 
homes and get volume at the same time. 

“One of the present problems pointed 
out by the National Home Builders 
Association is the comparison of a 
house that is good against one that 15 
skimpy. The FHA acceptance of 
mortgages on both homes outweighs in 
the customer’s mind all sales arguments 
for quality. The public depends greatly 
on FHA acceptance. What we need 
| are “models on parade” homes that 
| have everything and give the prospec- 
| tive purchaser an idea of what he can 

get for his money. 

“We need a plan for demolition of 
| old outworn homes as well as construc- 
tion for new ones.” 





Market Research 


W. F. Switzer, manager market re- 
search organization department, Frigi- 
| daire division of General Motors 
Corporation, talked on establishing a 
local potential for postwar appliance 
sales. His chief idea was to show men 
how to figure their own market. Set- 
ting up a hypothetical market called 
“City A” (pop. 250,000) Mr. Switzer 
analyzed it and pointed out that with 
normal replacements it looked as if 
there would be sales of 31,017 refriger- 
ators in the year 1950, when 85 per- 
cent of the population would be using 
electrical refrigeration. Fifty-three 
things affected the potential market. 
he said, and few can be weighed on a 
mathematical basis. 

E. P. Zachman, Business Manager o 
the Cincinnati Electrical Association, 
was elected President, V. W. Hartley, 
Manager-Director of the Pacific Coast 
Electrical Association, Vice-President, 
and John A. Morrison, Manager-Di- 
rector of the Electrical Association ot 





Philadelphia, Treasurer. 
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No, you are not suffering from astigmatism. The sation. They will answer one of the most critical 

‘r spots before your eyes on this page bring a clear merchandising problems that will face the radio 

- view of things in store for CLARION RADIO dealer. 

dealers. Get the complete CLARION story. Write for 
Features galore, soon to be announced to the the name of the distributor in your territory. There 

public through national advertising, will be a sen- is still time if you act TODAY. 
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Yes, you can even bake a cake 
in the Monarch Surface Oven. 
7 


Sauerkraut and spare-ribs is a 
“natural”. “Side heet” browns 


ribs while sauerkraut steams. 
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A 242 lb. whole chicken, or 5 Ibs. 
of jointed chicken, can be roasted 
to a tender brown. 























If “weenies” are preferred with 
sauerkraut, here’s a clever way 
to do it. 
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These cooking “miracles” performed in 
the Monarch Surface Oven are made 
possible by side application of heat — 
which is another one of the many ex- 
clusive features Monarch dealers will 
have to offer as soon as Electric Ranges 
are again on the market. Now is a good 
time to make sure that YOU have the 
selling advantages of Monarch’s many 
exclusive features with a MONARCH 
exclusive franchise. 


MALLEABLE/IRON RANGE CO. 


3294 Lake St. Beaver Dam, Wis. 
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Electrically heated water in the post-war 
kitchen will go hand in hand with elec- 
tric cooking. Which means that you. as 
a Monarch dealer, can make two sales 
instead of one, two profits. Check with 
the factory now and get lined up on 
your Electric Water Heater franchise. 


MALLEABLE IRON 


RANGE CO. 
3294 Lake St. Beaver Dam, Wis. 


KEEP THE ENTIRE FAMILY IN HOT WATER 
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No Irons For Sale 


HEN there is no electrical mer- 
chandise available, it is_ still 
possible to advertise the fact that you 
haven't got any. Maxwell’s Hardware 
Co. of Berkeley, Calif. recently built an 
excellent window display around a 
number of non-electrical irons, point- 
ing the way to the time when electrical 
washday equipment shall again be 
available. 
A window figure dressed in an old- 
Beer Saoee = fashioned Mother Hubbard dress was 
PRES te shown at an ironing board, her only 
r equipment being a charcoal heated 
iron. In front, on the floor of the 
window and on low stands, were seven 
or eight other irons of pre-historic 
design. These specimens were really Maxwell's window display featured 
museum pieces, including a gasoline non-electric irons 
burner, a kerosene burner and one 
which was kept hot by means of heavy 
metal inserts heated on live coals. have them’. Each iron was labeled 
The main card, which dominated the descriptively, and a second smaller 
window, announced, “This is our stock card at the foot of the ironing board 
of irons (they are not for sale). But explained, “Grandmother used these 
when electric irons are again permitted irons when she was young—no wonder 
® Seventy five percent — three out of four — to be manufacturered, Maxwell's will grandpa had baggy pants.” 




















of 40,000 electric roaster owners surveyed by 
Duquesne Light Co. in the Pittsburgh area 


said that they prefer a hinged lid. 


Everhot owners long have enjoyed that con- 
venience plus automatic lifting of the lid by 
mere turn of a button. 
Everhot leadership will continue to reveal ad- | 
vancements and refinements in post war 
models. 


THE SWARTZBAUGH MFG. COMPANY 


Established in 1884 





APPLIANCE AUCTIONEER—Electrical appliances are still being sold, but the busi- 
ness has moved from the electrical shops and the hardware and department stores 
to the auction rooms. Today's electrical dealer is the auctioneer! James R. Laing 


TOLEDO 6, OHIO 
of Laing's Auction House of Portland, Ore., is here shown offering an electric waffle 


E n 0 bi U CTs iron for sale. According to the Northwestern Dealer News, published by the North- 


| western Electric Co., Mr. Laing is probably the largest appliance dealer in the state 
ROASTE RS es HEATERS es APPLIANCES of Oregon. There are always customers eager to bid ceiling prices on whatever is 
offered. At the auction here pictured the offerings included, besides the waffle iron, 

| two automatic flatirons, one vacuum cleaner and an electric toaster. 
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COOLERATOR NATIONALS 
ADVERTISING GROWS 


BIGGEST CAMPAIGN IN. 
10 YEARS. JUST STARTED 

























Keeping up the momentum gained by the wartime mar- 
keting of its famous ice refrigerator, COOLERATOR 
has just begun a new advertising program which will 
Coe jean sal maintain the results shown in survey after survey —that 
ee ae Coolerator Electric will women associate the name COOLERATOR with fine 
cm ion So sme over refrigeration only. 
3 an nttles . . . roomy a 
jue hermetically serve poems ts COOLERATOR’S organization and field force have 
Mo ee ve'on Coolerator! een kept active and maintained a profitable market for 
dealers while still doing an outstanding job in the pro- 
duction of war equipment. COOLERATOR is ih 
with a well-advised, smash line to fit every ePbesered 
need—7-ft. and 9-ft. ELECTRIC models; 6%-ft. and 
16'2-ft. home and farm freezers; and the por ular 
Washed Air ice refrigerators in 5-ft. and 6-ft. ion 





LADY. THIS 1S NO DREAM! The new 
Coolerator Electric is ready tor you a — 
je Sam gives BS the go ahead! Its ad- 
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Coolercicr Today... 
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It’s certainly not too soon for you to tie in with Amer- 


ica’s largest sole specialists in home i : 
! 
Coolerator! refrigeration! Get 
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guy WAR BONDS TODAY! 






. Tee Cooleratet Company, Celuth 1, Mien 


THE COOLERATOR COMPANY, DULUTH 1, MINN. 


BUY WAR BONDS TODAY! 
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HOMER E. BLAIR, Pres JOSEPH KENNEDY, Vice Pres. HARLEY W. GRAY, Mer. HARRY W. a. Pres. JOHN T. MORGAN, PETE F. CRENSHAW, am 
American Distributors, Inc. Bigelow & Dowse Co Burden Bryant Co Harry W. Cameron, Inc. Charleston Electrical ees Co. P. F. Crenshaw, 

New Haven, Connecticut Boston, Massachusetts Springfield, Mass Chattanooga, Fenn. Charleston, West Virginia Memphis, Tenens 





WILLIAM E. SEATON, FRANK L. EDWARDS 
Vice Pres. & Treas Frank Edwards Co 

8B. T. Crump Company, inc Rad:o Appliance Division 

fichmo Virginia San Francisco, Cali! 


FARNSWORTH 
DISTRIBUTORS 





EVERETT FOSTER A. B. GARNICH 
Foster Supply Company E. Garnich & Sons Hardware Co 
Buffalo, New York Ashland, Wisconsin 





C. H. McCLEAN, District Mer. DOUGLAS WALLACE, 
Graybar Electric Co. , inc District Manager 
Kansas City, Missouri Graybar Electric Co. , Inc 





Pittsburgh, Pennsylvania 





C. P. DAMM, Pres DAN MOULEDOUS, H. M. LONG DAVID C. LAPPIN, Pres. D. M. Leg _— Mer. LEO MAXWELL, President 
Independent Distributors, Inc Radio Sales Mgr L & K Electric Co Lappin Electric Co. Le Valley, McL Leo Maxwell Company 
Grand Rapids, Michigan Interstate Electric Co Binghamton, New York Milwaukee, Wisconsin Kinkaid Co., Oklahoma City, Okla. 


New Orleans, La Schenectady, how York 





D. W. MAY, Pres JOHN U. WALKER, Secy. S. A. LEHMAN, H. MERRILL WINNER, Pres. W. F. STRUBY, Gen. Mer. L. A. PIXLEY, Pres. 
VD. W. May Corp Midland Electric Co Pres. & Gen. Mer Neyhart’s, Inc Electronic DistriSutors Div Pixley Electric Supply Co. 
ew York, New York Cleveland, Ohio The National Mill Supply Co. Williamsport, Penna. Packard Manufacturing Corp. Columbus, Ohio 
Fort Wayre, Indiana Indianapolis, Indiana 
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SAMUEL 1. COHEN, A 
Pres. & Treas Raybro Electric Supplies, Inc. Republic Supply Corp. 


J. A. “JIMMY"’ MOOK 


H. E. SHERMAN, JR. 
Los Angeles, Calf. 


. H. ZIMMERMAN, Pres. 


CARL C. KROMER, Radio Mgr. 
The Sacks Electrical Supply Co. 
Detroit, Michigan Akron, Ohio 


Providence Electric Co., Inc. 


i Tampa, Florida 
Providence, Rhode Island 





















Here are some of the industry’s Jeading distrib- 
utors—each has adopted a policy of selected dealerships—providing 
Farnsworth dealers a real opportunity for profitable volume at full 
list prices. 


HERBERT F. BOEHL, Pres. 
Standard Distributors 
Louisville, Kentucky 


These distributors will apply this policy by limiting their dealer 
appointments and by maintaining list prices in accordance with the 
Fair Trade Laws. This will insure continuous and full profit oppor- 
tunities to each selected dealer. 

This policy will be enforced. It means just this—a greater profit 
opportunity for a selected group of franchised dealers—to sell the 
new Farnsworth Line of Television Receivers, Phonograph-Radios 
and Radios designed in character to fit this policy. 


Now is the time to talk over this continuous profit program with 


SAM HOLLANDER, 
the Farnsworth Distributor in your territory. 


Vice Pres. & Gen. Mer. 
Stanley Distributing Co. 
St. Louis, Missouri 


Write for your free copy of ““The Story of Electronic Television” 


FARNSWORTH 
Seleviston » Kadic . FA 


Farnsworth Television & Radio Corporation, Fort Wayne 


and Receivers; Aircraft Radio Equipment; Farnsworth 
1, Ind. Farnsworth Radio and Television Transmitters 


Television Tubes; The Farnsworth Phonograph-Radio. 


L. 1. TAYLOR, Sales Mer. 
Taylor Refrigeration Company 
Billings, Mont. 

















H. J. HELLIWELL, General Mer. 
Standard Distributing Company 
San Antonio, Texas 





J. H. WALKER, Manager 
Standard Equipment Company 
Phoenix, Arizona 





~ pas 
JACK STRAUS, Vice Pres. 
Straus- Bodenheimer Co. 
Houston, Texas 


liad 





HARRY MONTAGUE 
Trilling & Montague 
Philadelphia, Penna 














A. J. NELLIS, Manager 
Walding, Kinnan & Marvin Co. 
Toledo, Ohio 


M. L. KREWER 
Washington Wholesalers 
Washington, D> C. 





GEORGE J. WINTER, Jr. 
neral Nanarer 
The Winter Company of Erie 
rie, Penna. 


A. Z. HELLER, 

Vice Pres. & Gen. Mer. 
The York Supply Co. 
Cincinnati, Ohio 
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Pictures of other distributors listed below 
were not available at time of going to press. 


Lieut-Comdr. 

W. H. WILLIAMSON 
Williamson, Inc. 
Charlotte, N.C. 





LUIS ZORK 
Zork Hardware Company 
El Paso, Texas 
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BIRMINGHAM ELECTRIC 
BATTERY CO. 
Birmingham, Alabama 
PAUL BLACKWELL CO. 
Dallas, Texas 

CLOUD BROTHERS 
South Bend, Indiana 


FARGO PAINT & GLASS CO. 


Fargo, North Dakota 
GRAYBAR ELECTRIC CO. 
Omaha, Nebraska 
GRAYBAR ELECTRIC CO, 
Wichita, Kansas 

HARPER & McINTIRE CO. 
Ottumwa, lowa 
HORROCKS-IBBOTSON CO. 
Utica, New York 


JACKSON INVESTMENT CO. 
Salt Lake City, Utah 


LINCOLN SALES CORPORATION 
Baltimore, Maryland 

LUCKER SALES CO. 

Minneapolis, Minn. 

RAYBRO ELECTRIC SUPPLIES, INC. 
Jacksonville, Florida 


RAYBRO ELECTRIC SUPPLIES, INC. 
Miami, Florida 


SPECIALTY DISTRIBUTING CO. 
Atlanta, Georgia 

B. K. SWEENEY ELECTRICAL CO. 
Denver, Colorado 


THE YORK SUPPLY CO. 
Dayton, Ohio 























Hustling, bustling crowds are outward 
signs of a busy people. But we think the 
real busy spot in the home is the kitchen. 
¢ The new American Kitchens are 
bright, cheerful, convenient, adequately 
equipped with cabinet-sink and cabinet 


space, providing three convenient wor’ 


centers for (1) Preparation, if). : 

ing, cleaning; (2) cook a WV " iy 

(3) ample story | a ll gw>\ 

steel - (Ad . pth ta wt 
Tig 

\ ral 

as lv «ar duties 

are | attorious conclu- 

sion) .«@ — remember American. 
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MERICAN CENTRAL MANUFACTURING CORPORATION + CONNERSVILLE, INDIANA 
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The electrical washers, dryers and ironers of this self service laundry solve the washday 
problem for 750 Portland families a month at a very reasonable charge. 


Portland's Self 
Service Laundry 


EVEN hundred and fifty families 


| «J of Portland, Oregon in the course 


of a month make use of the electrical 
washers, dryers and ironers in the 
Portland Self Service Laundry, as re- 
ported by the Northwestern Electric 
Co, in its “Dealer News”. Mrs. Ruth 
Timmins, owner and operator, came 
from Denver to Portland to recognize 
the opportunity offered by wartime 
conditions. Housewives who have 
been unable to purchase electrical 
equipment and those whose electric 
washers are not in usable condition are 
glad to bring their washday problems 
to this conveniently located center 
where, for a sum based on the time 
equipment is used, they may do their 
own wash with the aid of every modern 
convenience. To these are added a 
number of families ordinarily served 
by a visiting laundress, but who cannot 
now obtain such help. 


30 Customers a Day 


The number who make use of this 
service average about 30 a day. Be- 
cause of the shortage of gasoline and 
the need for conserving tires, the ma- 
jority make the trip every other week, 
rather than weekly. This means that 
three hundred or more different fam- 
ilies find this a solution to their laun- 
dry problems. Some of them come 


from as far away as Vancouver, 


Wash. and from the housing projects 
in the outlying districts near Port- 
Mrs. Timmins believes that, if 


land. 





more gas were available, she would 
have to enlarge her establishment to 
take care of the number who would 
be attracted from similar distances. 

A reasonable charge is made, based 
on the time between checking in and 
out. This means, of course, that the 
customer is using washer, dryer or 
ironer for practically the entire period. 
An abundance of electrically heated 
water is provided and free soap is 
available, but many prefer to bring 
their own favorite brand of this 
product. The average family washing 
brought in contains 75 pieces and the 
average time consumed is somewhat 
less than one hour. Less than one- 
third of the customers do their ironing 
here, most of them preferring to carry 
their wash semi-dry for finishing at 
home. 


Post-War Future 


Although the laundry is primarily a 
wartime service, Mrs. Timmins _be- 
lieves that there is a possibility that 
there may be some demand for such a 
center even after home appliances are 
once more on sale. She says, “It is 
work that can easily be done here, and 
there is no mess to clean up as is the 
case frequently in the home. What 
might be laundry space is also left free 
for other uses.” There is no large in- 
vestment in appliances required, an 
item which may prove attractive to 
some, particularly to transients who 
are not sure how long they may remain 
in the district, and to renters whose 
landlord does not provide laundry con- 
veniences. 
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Exterior of the wartime laundry which owner believes has a post-war future. 
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Country Gentleman 150 53.4% 
a S 
4 Survey just completed Farm Journal & F. W. 59 21.0% 
: Successful Farming 35 12.5% 
: h h [ : 
s shows they rate rura Capper's Farmer 20 7.1% 
° , Household 17 6.0% 
‘ o e - —_— — 
: magazines like this: 
‘ 
to . 7 . 
> Here's the question an independent research WHAT’S MORE, in 7 other surveys — 
se organization asked a coast-to-coast cross- 
1- } ; among rural druggisis, lumber dealers, gro- 
section of rural electrical dealers: “What rural . 
: cers, auto dealers, hardware dealers, imple- 
magazine would be most effective, from an 
ata j ment dealers, bankers — Country Gentleman 
advertising standpoint, in helping you sell your ee: 
; was far and away Ist Choice in every field, 
prospects?” At right, the answer they gave. finan : 
by similarly large margins! 
No. 1 with FARMER: No.1 with DEALERS « No. 1 with ADVERTISERS 
SG 
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It’s a landslide! 


Wherever the American people are polled to determine 
what electrical appliances they intend to buy first, when 
peacetime production is resumed, toasters stand close 
to the top. 

And wherever they are asked which toaster they pre- 
fer, it’s the Toastmaster toaster they name, oftener than 
all other makes combined! 

Years of Toastmaster quality leadership have built 
this preference. Years of effective advertising and mer- 
chandising, combined with sound sales policies, have 
strengthened it. Continuous national advertising since 
Pearl Harbor has kept the Toastmaster name foremost. 

That is your foundation for profitable postwar busi- 
ness selling Toastmaster* products. And the job to 
which we’// be bending every energy, as soon as the 
green light flashes, will be that of delivering these 
wanted products in swiftly increasing volume... and 


of allocating them with fairness to all. 
\ a ” 
TOASTMASTER Axoducha 


| ©’ ToastmasTer” is the registered trademark of Toastmaster Propucts Division, McGraw Electric Company, 


Elgin, Ill. Copyright 1944, McGraw Electric Co. 
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| 50 Years of Electric Irons 


HAT the electric iron is reach- 

ing a respectable old age is evi- 
denced from the recent half century 
birthday of the American Electrical 
Heater Co. in Detroit, a pioneer in the 
iron field. 

“As with so many electrical gadgets, 
the iron was invented before there 
really was a place for it,” Frank Kuhn 
of that company declared. “There 
actually was an iron invented June 6, 
1882. Its patent number was 259054. 
It was supposed to be operated by bat- 
tery, so of course it had no chance. 
Nevertheless, this patent covered an 
electric iron with internal 
and that was a basic idea.” 


resistance 


Early Company History 


In the files of the American Electri- 
cal Heater Co. are many old pieces of 
literature telling of the firm’s early 
days. 

The firm started out as a manufac- 
F. H. Date 
was the first president, John Heffron, 
vice president, Benjamin H. Scranton, 
secretary, John Scudder, treasurer. 
Then Robert and Frank Kuhn, bro- 
thers, started the United Electric Heat- 
ing Corp., and made a parallel line of 
electrical heating devices. Eventually 
they joined Benjamin H. 
Scranton was the first president of the 
new company, Frank Kuhn, vice presi- 
dent, Robert Kuhn, secretary and John 
Scudder, treasurer. 

Their early activities were quite 
ambitious and the old catalog showed 
that they made electric tea kettles, cof- 
fee makers and chafing dishes, hot 
water urns, warming pads, hot plates, 
immersion type heaters, broilers, cook- 
ing ovens, plate warmers, solder and 
glue pots, air heaters and foot warm- 
ers. The price of a cord in the 1900 
catalog was listed at $1. 

The basic patent of American Elec- 
trical Heater was in wrapping the re- 
sistance wire around mica. A copper 
strip conducted the heat to the bottom 
of the iron. The resistance wire that 


turer of soldering irons. 


forces. 
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FIRST AUTOMATIC IRON?—Here is Frank Kuhn of American Electrical Heater Co., 
who holds what is possibly the country's first automatic iron. 
of the iron had to keep the switch closed, and how it opened when one's grip was 


Note how the operator 


proved most durable in those days was 
imported from Germany. Electric 
irons sold to the tailoring trade were 
the first models put out. 

“We had an automatic iron, too,” 
said Mr. Kuhn. “When a woman took 
hold of the handle she held down a 
switch. When she released the handle 
the switch shut off the current. The 
trouble was, the customer wired the 
switch shut so it would heat all the 
time, and thus destroyed the automatic 
feature.” 


Selling Obstacles 


Many of the utilities didn’t take 
kindly to irons in the early days, Mr. 
Kuhn said. Others did. In Johnstown, 

















IS THIS THE FIRST FLAT IRON?—From 
the archives of Frank Kuhn, American 
Electrical Heater Co., comes a photo- 
graph which he believes to be possibly 
the first flat iron ever made. It was dug 
up by G. A. Schreiber, Detroit consulting 
engineer, from the German magazine 
called "Donnerstag." This gadget came 
on the market in the year 1650. A little 
lever unlocks a door at the rear end of 
the iron and the compartment is stuffed 
with burning charcoal. This keeps the 
iron hot. No mention is made of how 
hot the operator hands got as the heat 
crept up the iron handles, but the pre- 
sumption is that she wore a glove. 
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on navy week-day evening one of the most important 
buying groups in America welcomes The Chicago Daily News to its HOMES. When, through 
the instrumentality of this newspaper, these home portals are opened to your advertise- 
ment more than a million reader-friends are your audience. And this audience is Chicago's 


key audience. 





It is an audience that reads leisurely—and thoughtfully—in the relaxed hours and 
comfort which the family fireside provides. It is an audience of almost endless needs and 
desires. It is an audience that responds so abundantly that for 43 consecutive years adver- 
tisers have placed more Total Display linage in The Daily News than in any other Chicago 


newspaper—morning, evening or Sunday.* Such leadership could not be so long maintained 





if The Daily News had not proven itself to be 


: THE CHICAGO DAILY NEWS 


* FOR 68 YEARS CHICAGO'S HOME NEWSPAPER 

4 C«* ITS PLACE IN THE HOME IS ONE OF 

he RESPECT AND TRUST 

Ww 

at DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO NEW YORK OFFICE: 9 Rockefeller Plaza 

i DETROIT OFFICE: 7-218 General Motors Building SAN FRANCISCO OFFICE: Hobart Building 
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George W. Walker, 
noted industrial 
designer, and one 
of his “Electric 
Ranges for Tomor- 
row” creations. 


Look 


Ahead With 
ELECTROMASTER 


ILL tomorrow's electric range be 

made of magnesium? aluminum? 
plastics? Will it feature electronic cook-' 
ing? full oven visibility? 


Of one thing you can be certain. If it 
bears the Electromaster name it will be 
up to the minute in efficiency and styling, 
easy to operate and maintain—the best 
that money can buy! 


Such, for example, was the prewar 
Model 41-1, shown at right. Exclusive with 


Omtecmas 


DETROIT 31, MICHIGAN 
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ELECTROMASTER MODEL 41-1 


Electromaster, it featured a 6-quart Vita- 
Miser cooker in a compact space-saving 
package. This model exactly suited the 
tastes and needs of many a discriminat- 
ing American home-maker. 


The new Electromaster models, just off 
the drafting boards of one of America's 
leading industrial designers, will be re- 
leased for sale as soon as conditions per- 
mit. A limited number of preferred dealer- 
ships are still available. 











Penna., the utility charged the home 
owner $1 for each outlet per month, 
giving him an inducement to use an 
iron. This flat rate sold a number of 
irons. In Knoxville a department store 
refused to stock irons, declaring prac- 
tically all laundry work was done by 
negroes. But these obstacles were 
overcome bit by bit and the electric 
iron, including the American Beauty, 
crept up to give the country its great- 
est saturation on any kind of electrical 
appliance. 

Present officers of the half century 
old American Electrical Heater Co, 
are Robert Kuhn, president; Frank 
Kuhn, vice president; E. W. Doherty, 
vice president; Guido Kuhn, secretary 
and H. G. Mohring, treasurer. 


Chicago Tribune Views 
Post-War Kitchen Wants 


ISTENING to women discuss a 

model glass “kitchen of tomor- 
row” exhibited in a downtown Chicago 
department store, Mary Meade of the 
Chicago Tribune took some notes. 

“Oh, I wouldn’t want a glass refrig- 
erator!” said one woman. “Think of 
having your little dishes of leftovers 
constantly on display.” 

Miss Meade heard no unqualified 
praise for the glass oven. However, 
most of the visitors loved the big kit- 
chen window. She discovered many 
average women liked a post-war kit- 
chen which would look like the best 
of model kitchens now in operation. 
They wanted a capacious streamlined 
white procelain ‘enamel electric or gas 
range with a deep well cooker, simmer 
burner and perhaps a glass window in 
the oven; a roomy refrigerator with 
plenty of meat and frozen food storage 
space, a modern sink with a large 
window over it and plenty of cupboards 
within easy reach. These women 
wanted the stove to look like a stove, 
the sink to look like a sink—no push- 
ing in the wall or putting down a lid to 
conceal the fact that it’s a kitchen. 
They want easily-washed linoleum 
floors, built-in mixers, gay curtains, 
open shelves, pretty pottery and spice 
jars, sliding doors in cupboards to 
avoid head bumps. Partition drawers 
for pan and lid storage would be prac- 
tical. 


Other Reactions 


Miss Meade said the women were 
most dubious about dishwashers though 
most admit they would be willing to try 
them, especially for everyday dishes, 
pots and pans. They think garbage 
disposal units would be wonderful if 
they really digest and carry away 
potato parings and bones. 

Some women wanted an old fash- 
ioned pantry, a cool room for the stor- 
age of vegetables and potatoes. It 
could also house a quick freezing unit 
which seem destined for a place in 
many postwar homes. 

Miss Meade thought that fluorescent 
lighting, garbage disposal units, elec- 
tric dishwashers, glass ovens and con- 
cealed ranges were getting the bulk of 
attention while some of the basic es- 
sentials of the efficient kitchen—plenty 
of storage space—were being ovet- 
looked. 
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AMERICA’S 
TWO GREAT [IRONS 





pe ipoint 


AIR COOLED—The only truly cir-cooled iron. naa Nesehal ea tesigabe ms 








ACCURATE THERMOSTAT fly Automatic te Potipin teresa he mo 
_ accurate ever devised for an electric iron. 


Sa 


STREAMLINED DERION-—the styling of this revstetionary wow iron immediotety 
arrests the shopper's attention. ee eae ye Boe Be gene. 
190 Velle-—-1,000 Wetit AC aatr—ENE IOS. 











“ARIAL ICE $14.25 


SAFE FOR RAYONS AND SILKS—When Steam-O-Matic is correctly used on Oe 
these hard-to-iron fabrics, scorching is eliminated. — seg 
BEST FOR WOOLENS—Woolens, pile fabrics, and even felt are renewed like j8b, 
magic with Steam-O-Matic. No press cloth is necessary, and woolens can be rag cks 
- ironed on right side. Steam-O-Matic raises the nap; helps remove shine. 2 
ALL-PURPOSE—Steam-O-Matic will operate without steam as a dry iron with ae: 
the same automatic control. Steam-O-Matic is the truly all-purpose iron. ret 

‘ RETAIL PRICE $14.25 sen 


SELL BOTH IRONS—Plan now to sell this quality iron 


, great, it will pay you to sell these two quality flat-irons. Our 
team. Your appliance stock is not complete unless you handle 


advertising and merc handising plans for the coming year will 
Petipoint- -Air cooled and streamlined; and Steam-O-Matic— assure their consumer acceptance. 
the first fully automatic electric steam iron. ae ree ” ; 

DELIVERIES—We are doing our best to distribute as fairly 
as possible the quota which has been assigned to us this year. 
We ask dealers and jobbers to bear with us if we are unable 


PROFIT—When you sell these de luxe irons—Steam-O-Matic 
and Petipoint—you handle a larger unit of sale, which means 





greater dollar-profit to you. Now, when the demand is so to immediately ship full amount of each order. 
4 oe De ; ¥ : . pei y > 
hie : gabe ehh. clabsts iD ae NRG ESD. eet Vee Ra aru bitte 
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[ SEE HOW COLEMAN IS 
/ CAPTURING TOMORROW'S 
OIL HEATER MARKET! 


¥ 











Coleman’s Complete Line Builds 
Big Opportunities For Every Coleman Dealer 


Millions of ads like this, dramatizing the “warm-floor comfort” 
provided by Coleman Heating Appliances, are making Coleman a 
mighty name in the post-war heating market—winning thousands 
of customers for Coleman franchise dealers in the post-war era. 
Strong individual “sells” on each Coleman item—from space heaters 
to central plants—tell each type of buyers: “Coleman brings this 
dependable automatic comfort to you—your Coleman dealer will 
be able to provide you easily—at low cost.” 

Find out how you can share in this widened heating market! 
Write Coleman, Wichita 1, Kansas, for more information. 
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AMERICAN HOME LOOK MAGAZINE POPULAR SCIENCE 
SATURDAY EVENING POST AMERICAN COUNTRY GENTLEMAN 
MACFADDEN WOMEN’S GROUP MAGAZINE FARM JOURNAL 
PATHFINDER LIBERTY _ PROGRESSIVE FARMER 
SMALL HOMES GUIDE POPULAR MECHANICS HOLLAND’S MAGAZINE 
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You get 3 kinds of comfort with a Coleman Oil 
Heater (1) floods of circulating warm air like a 
furnace; (2) ‘‘quick-warm-up’’ radiant heat, by 
opening heat reflector doors; (3) directed flow 
of warm air at floor level. 






mi 





THE COLEMAN LAMP AND STOVE COMPANY « WICHITA 1 + CHICAGO 11 + PHILADELPHIA 8 » LOS ANGELES 54 » TORONTO, CANADA 









































- THE “HOT” NAME IN HOME HEATING 





Floor Furnaces « Central Heating Plants » Water Heaters » Space Heaters 
There’s a modern Coleman Heat Plant for every home heating need 


Hi, Daddy...Come Down On The Floor...lt's So-0-0 Warm! 


Here’s The Kind Of Oil Heater That 





HEATS YOUR HOME LIKE A FURNACE! 


It’s something to be glad about! 
—to have such dale warmth 
on the floors! A joy to revel in 
even heat that’s comfortable from 
head-height to shoe-soles, and in 
flooding billowsofpleasantwarmth, 
going through the whole house! 


This is the real “heat of to- 
morrow” that Coleman will bring 
you, in new, improved oil heaters 
and in famous Coleman Floor Fur- 
naces and Central Heat Plants. It’s 
the advancement you're most in- 


FREE? —The “Inside Story Of Tomorrow’s Home Heating.” A 
detailed illustrated report on Coleman’s new develop- 
ments, giving the practical facts! Real help in planning for better heat- 
ing and a better home! Just mail the coupon—now! 
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terested in—that of healthful com- 
fort, with “push-a-button” ease and 
freedom from work and dirt. In 
city, town or country, you can en- 
joy this modern, automatic heat 
with Coleman Heat Plants, that 
use clean gas, oil or butane gas as 
fuels. 


Do you want to know how many 
burdens these Coleman improve- 
ments can lift from your shoulders? 
—what remarkable comfort they 
bring? Then write for this: 


> Coleman Lamp & Stove Co., ; 
Dept. OD-413, Wichita 1, Kansas | 
Without obligation to me send me your 
illustrated free book ‘‘The Inside Story of 
Tomorrow's Home Heating.”’ 


Name 





Address 





Town 
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WHAT DOES SHE HAVE 
WE DONT HAVE ? 
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JA HER FOLKS OWN AN 
AUTOMATIC LAUNDRY 
QUEEN 
WASHER! 
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Made in Newton, lowa Since 1908 by 


AUTOMATIC WASHER COMPANY 
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Helping Dealers 
Plan for Post-War 





modified form, the probable number 
of returned soldiers and war workers, 
and other migration to the Coast as 
determined or estimated by local au- 
thorities. All available sources of data, 


| such as number of meters, increases 
| in telephone applications, ration book 


holders and Chamber of Commerce es- 
timates, are utilized. The result is an 
analysis which furnishes the dealer 
with a fairly accurate picture of the 
size of the market he will serve. 
Incidentally, there are a good many 
outsiders who are interested in this 
study—and when the dust clears away 
it will be found to have been used by 
a great many other businesses and pro- 
motional groups besides the electrical 
industry. Other surveys are being 
made by diverse agencies, of course, 
but none so far in so detailed and lo- 
a form. One of these inde- 
pendent agency studies, now available, 
checks very well with the company’s 
overall figure for population increases. 
That the figure is to be an increase 
and not a loss, all seem to agree. It 
is expected for the northern part of 
| California that losses from industrial 
| shifts will be counterbalanced for the 
| most part by returning soldiers in the 
immediate postwar period—and after 
that, a steady growth is predicted. 


calized 


Housing Requirements 


The second study planned and now 
under way is that of housing require- 
ments up to the year 1950. This is 
based in part on the population figures, 
but takes into consideration many other 
factors. The vacant lots in various 
communities are counted, for most of 
the building will have to be in areas 
where there are available building 
sites. An attempt has been made to 
learn when temporary housing units 
will be torn down after the war. All 
| local builders are questioned to ascer- 
| tain what their plans are in regard to 
postwar building. 

In this connection, it is worth re- 
porting that most of them figure quite 
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conservatively, with very little increase 
planned over their prewar building 
records. If the predicted building 
boom is to arrive, in other words, it 
will evidently need some local promo- 
tion. However, builders admit that 
their figures are conditional and de- 
pend upon many factors not yet clari- 
fied. For instance, are promises to be 
trusted in regard to the tearing down 
of temporary housing ? 

This survey, when it is available, 
will give the dealer the best informa- 
tion to be had as to the number of new 
homes which are likely to be built in 
his particular territory, so that he may 
figure that volume of this new-market 
business to anticipate. The power com- 
pany hopes to have this report ready 
to send out some time in October. 


Purchasing Power 


The housing study will be followed 
by a release on purchasing power of 
the average customer, based on bank 
savings, war bond purchases, effective 
buying income and other relevant fac- 
tors. California has always ranked 
tops in practically all of these classifi- 
cations and it appears probable from 
current figures that this advantage will 
be carried over into the postwar period. 

A fourth survey deals with long 
range potential and early postwar ap- 
pliance markets. This is not yet com- 
plete and no predictions can be made 
with confidence at the present time, 
but one company official has stated that 
it is his belief that northern California 
in the immediate postwar period offers 
a market for nét less than $100,000,000 
worth of domestic electric appliances. 

Associated with this, but a separate 
study in itself, will be a tabulation 
of appliance saturations by trading 
areas. The Pacific Gas and Electric 
Company already has very usable fig- 
ures of this nature based on a survey 
of some 300,000 homes made a few 
years ago. This will be brought up to 
date and made accurate for present 
conditions. The resulting figures will 
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Plan for Post-War 
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enable the dealer to judge the oppor- 
tunities for the sale of each appliance 
in his own community, to tell how he a 
stands relative to other dealers and 
how the industry as a whole in his 
district stacks up against what is be- 
ing done in other sections of California 
and in the country as a whole, so far as 
national figures are available. 


Bulletins to be Issued 


At the same time that these studies 
are being prepared, bulletins will be 
issued from time to time, keeping deal- 
ers informed of the latest word as to 
when appliances may be expected to 
appear on the market and what pro- 
cedure may be necessary to obtain 
them. 

An additional booklet, now under 
| preparation, covers financing plans, 
outlining the various procedures possi- 
| ble in financing sales to farm custom- 
ers, to commercial or industrial firms, 
and to home owners.. How to handle 
| your own paper, how to make use of 
| your bank, your finance company or 
| other financing agencies will be out- 
lined for the benefit of the dealer re- 
entering the electrical business, or 
starting fresh in the electrical field. 








Vocational Guides 





In addition to these direct helps 
for dealers, the Pacific Gas and Elec- 


It isn’t the number of prospects that determines how tric Company is keeping in close 















































many sales you can make—but it is, rather, how well | touch with government agencies which 

l « ») oie sean eyes k are planning to issue vocational book- 
FORE PTOSUCE SSS UNO Coma « ese you sve lets for the benefit of returned veter- 

to sell. Pre-war testing in the young housewife mar- | ans who expect to enter various fields ! 

ket told Horton exactly what ironer features are of civilian activity. These advisory ne 

pamphlets will cover advice to those de 

needed to capture the favor of these smart buyers. starting electrical shops, as well as | 

' other lines of business, and may have an 

= Horton dealers, with finely perfected, exquisitely an important influence on the type of sig 
y designed console and table models, are getting set an aerated te tie Sk ane te 
f ve" allan t preconceptions with which he enters it. 
CONSOLE MODEL or sensational sales in a field that now boasts over The Company is also cooperating in 


6,000,000 prospects who have never before had an every way possible with various com- 


. : munity committees designed to help TI 
opportunity to buy these sturdy back-savers. meet the problem of postwar employ- Sa 
ment for returned soldiers. 
| Your consideration is invited. Write today for full ye 
| information about these sensational tested ironers. ,Alds Deeler Thinking m 


TABLE MODEL These various planning aids to be 
Re Ready with the Sensational furnished the dealer are designed to fu 
stimulate his thinking so that he will 
formulate his own post-war program. 
They provide him with the informa- as 
we ae ; tion he is most likely to need and 


‘3 . on as a ; ag | e, which otherwise he might find very . 

\  S. - So jy Ze By Srelala difficult to obtain. Sl 
\ > ; eee oe oe oe ‘yg is [7 & ve t gem The war is not yet over, and the 
— 7 Pacific Coast will perhaps be the last 
spot in the nation to be demobilized, 
- > , ' = - but with signs of break-up in enemy 
24 Be @ yi J 4 EK ranks, the need for meeting the emerg- 
aboy ae [i jor ° ° ° F 

n : encies of the postwar period is already 5 

upon us. The Pacific Gas and Electric é 


Company is preparing the ammunition 
‘| HORTON MANUFACTURING COMPANY - FORT WAYNE, INDIANA which will make it possible for the 


dealers in its territory to win some of 


' MFRS. OF AMERICA’S FINEST HOME LAUNDRY EQUIPMENT SINCE 1871 the coming battles of peace. 
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EADING radio and music dealers 
are already alive to an important 
new profit trend in our industry. Evi- 
dent at the Chicago Music Trade Show, 
and now throughout the country, the 
signs are unmistakable — 
PHILHARMONIC 
is earmarked for Leadership 
The very first time you hear the per- 
formance of the PHILHARMONIC, 
you'll recognize this. No other instru- 
ment of its kind has its ability to re- 
capture, with concert-hall realism, the 
full range of the audible spectrum. 
And these superb instruments look 
as well as they sound. Their exquisite, 
custom-built cabinets of handsome de- 
sign lend distinction to the finest homes. 


It goes without saying, as well, that 


Pik 2 


rool 





PHILHARMONIC is backing its dealers 
to the limit in preparing for substantial 
post-war sales and profits: 
® Backing them with national adver- 
tising of distinctive and original appeal 
that is attracting the influential citizens 
of their communities. 
® Backing them with local display and 
promotion material of the highestcalibre. 
® Backing them with the wholehearted 
cooperation of PHILHARMONIC 
sales representatives. 

No wonder that leading radio and 
music dealers have already caught the 
ground swell of the greatest profit op- 


portunity in our industry! 


PHILHARMONIC RADIO CORPORATION 
522 East Seventy-Second Street, New York 
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a | RADIO-PHONOGRAPH 





A complete re- 
modelling program for 
the radio and appliance 

| store of tomorrow 


Prepared under the supervision 
of George W. Walker, nationally famous 


industrial designer 
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It’s ready for you now... FLEX-O-PLAN by Admiral... 
a 48 page book of remodelling ideas for the radio and 
appliance store of tomorrow. In it you will find basic, 
over-all store plans attractively illustrated in full color and 
complete with detailed blueprints that can readily be 
adapted to any size or shape of store. Other pages present 
designs for a model kitchen, model laundry, self-service 
record department, back-ground fixtures, etc.; each com- 
plete with essential construction data. 


To the successful radio and appliance dealer, showman- 
ship is an essential part of his business. Your store is a 
stage ... your customers the audience. To help set the stage 
for successful post-war sales, Admiral presents FLEX-O- 
PLAN. If you previously reserved a copy, don’t bother to 
write again... it will be delivered to you shortly. If you 
haven’t written and would like a copy of FLEX-O- 
PLAN, simply address your request to Admiral Corpora- 
tion, 3800 W. Cortland St., Chicago 47, Ill. 
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H's a POstwar Promise --- fom 


new Admiral auto- 
Matic record changer wil] be fool- 
Proof. Even the kiddies’ impish 


> tirely new, electronic 
Sive better reproduc- 
tion and longer life to your records, 
Changing time between records wil] 
be shortened. Because of its few moy- 
ing parts, its simplicity of operation 
will be amazing 


leaders in Radio—f M—Television 








Admiral’s 
complete. 
sole models, Portables, 
and farm Sets, all built by 
largest Manufacturers 


Admiral! 
Phonographs With automatic record Electric 
changers, There’|| be FM, home re. Range 
cording and television, too. Yes, 


Communications Equipment — Rodar 


A Radio-Phonograph with an 


Avtomatic Record Changer 
that’s even “CHILD-PROOF” 


Admiral 
| Pees Refrigerator 
POStwar radio line will be 
There’ Ij be table and con- 


the world’s ; 


better lis. 


Admirg| 
Home 


Freezer 
CHICAGO 47, ILLINOIS : 


atic Record Changers 





Tune in CBS 2:39 P.M. Ewr 
fer Admiral “World News Today” 
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' ign is working 
ive national advertising ee into your 
Admiral’s aggressiv ingle purpose: to bring cu essages monthly 
for you now sg “ million ORI 8 newspapers, 
store tomorrow. ines, farm journals, ey it. er Broadcasting 
in national i network of the ~ ¢ Admiral’s poswas 
and over the eH are telling America o here is “get aboard 
System every — “A to alert dealers aan ie of the Admiral 
promises. sendy ° now! Just write for the n 
with Admiral”... 
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DON’T MISS THIS NEW 


Txelalal(camtry’ 


Profit-minded dealers, all over the country, are forming 
a “welcoming committee” for lronrite when the war’s 
over. 

Don’t miss this new lronrite book! Your Ironrite dis- 
tributor’s wholesale man will show it to you. It tells 
you all about Ironrite’s postwar plans . . . for the biggest 
ironer promotion of all time! Ironrite knows the market. 
lronrite has what it takes to sell it . . . the ironer that’s 
different . . . that guarantees complete ironing satis- 
faction! 

Every automatic washer owner is a prospect for 
| lronrite. One completes the other. There’s a big, high- 
| profit, volume market for you . . . in postwar lronrite! 
| 


93% market potential . . . only 7% saturation! No 
trade-ins! Thousands of inquiries already on file. 
| Don’t miss this new Ironrite book! 


| The lronrite lroner Company 


38 Piquette Ave. * Detroit 2, Michigan 


KEEP YOUR EYES ON 


lronrile 


WORLD’S FINEST IROWER 


Dealers are Selling 
Electric Water Systems 











softener situation drift along on its 
own hook. 

“T carry all my own financial paper 
and find the credit of these people is 
very good. As for Lancaster competi- 
tion, why should a resident here drive 
to the city when I can give him the 
same brand of merchandise at the same 
price? Especially when I can install 
it cheaper because my operating costs 
are lower. I lose very little business 
to the mail order branch in Ephrata. 
Don’t forget those plumbers on my 
payroll. Ephrata people come to our 
store.” 


Another Dealer's Slant 


In 1940, Paul W. Strickland was 
making good money as an automobile 
salesman at York, Pa. Today he 
represents a manufacturer of electric 
home water systems, acting as a dis- 
tributor in a dozen or more counties 
while he conducts a retail operation 
around York suburbs and surrounding 
farming country. His office, stock 
room and repair department is housed 
in a building at the rear of his home, 
a few blocks from the center of the 
city. 

Strickland wasn’t forced to make 
this business switch because of the war. 
He made it before Pearl Harbor and 
has never regretted taking this step. 

Referring exclusively to the retail 
phase of his operation, he has this to 
say about it: 

“T started in this business with a list- 
ing in the classified section of the tele- 
phone directory and a one-inch ad- 
vertisement, carried daily, in a York 
newspaper with a wide rural circula- 
tion. One or the other brought in my 
first prospect and we made the sale. 
We installed that pump and it led to 
five more sales in the same section 
before we pulled stakes. 


Repair Department 


“Ever since then we have been busy. 
When the war sliced deliveries and 
added priorities to the picture, we 
turned part of our efforts to service. 
After all, there are thousands of these 
pumps in this area where they have 
been sold for 30 years. In one three- 
mile suburban stretch of road just out- 
side of the city we have 76 of our 
pumps handling the water chore. It 
wasn’t much of a problem to organize 
a paying service department. I be- 
lieve this is good merchandising, that it 
prepares the ground for our post-war 
operation. 

“Now-a-days I employ three men, 
all on a part-time per-hour basis. One 
is an electrician, another a plumber and 
the third handles the repair work. The 
first two rarely miss working a full- 
time week and the repairman has his 
hands full keeping up to the demand. 
Frankly, I wouldn’t attempt to carry 
this retail phase of the business under 
any other set-up which I felt might not 
be as dependable as this one.” 

How does Strickland analyse the 
sales phase of the business? 

“Home lighting, of course, gets the 
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first call after electric power reaches a 
new area. A water system soon fol- 
lows. Sales presentations proving 
labor and mine saving features of the 
unit clinch most deals with farmers. 
Farm women are most interested in a 
kitchen convenience angle. I rarely 
swing any other arguments into my 
sales presentation. Anyway, about 70 
percent of all sales already are set up 
by word-of-mouth advertising by cur- 
rent users. The convenience factor 
alone signs most suburban deals. 

“T particularly like this water system 
business because it carries along so 
many other things with it. Take water 
heaters, for instance. They are a 
push-over after a pump installation. 
This naturally introduces a water soft- 
ener. I like to sell softeners because 
the wives are tickled pink with results. 
Just show the money savings effected 
on soap and plumbing bills. This 
market hasn’t even been scratched. 


Follow Direction 


“The most important thing to do is 
to put the right pump in every job. 
Next, install it properly or you may run 
into later trouble. Follow the manu- 
facturer’s directions carefully—and I 
mean carefully, too.” 

Is he satisfied with his back yard 
location ? 

“Never forget that farmers generally 
are frugal, thrifty people. They won't 
go for a gaudy front. They have a feel- 
ing they are paying for that splash. 
Many semi-rural families have the 
same complex. They can find parking 
space here easier than in the center 
of the city. I see no reason to move. 

“Priorities now limit sales to farm- 
ers. Anyway, we’re not getting mer- 
chandise fast enough to take care of 
any others. In post-war, however, I'll 
do some outside promotional work, but 
it will be from this same address. I 
expect to put salesmen on the payroll 
as soon as manufacturers step up pro- 
duction. I also will broaden my adver- 
tising at that time.” 


A Testimonial 


Strickland introduced us to a poultry 
farmer who ships more than 5,000 eggs 
daily. Here is the way he sized up his 
electric water system: 

“Take one good look around here 
and it will be evident to you that I 
couldn’t possibly run this plant without 
that pump. I don’t know of any single 
piece of equipment that delivers the 
goods like a water system at near the 
comparable cost. Overhead and repair 
don’t amount to a drop in the bucket.” 

While the water system business in 
the case of Hummer was an offshoot of 
his appliance operation at Lincoln, 
F. J. Minet of York is headed in the 
opposite direction. In 1940 he was an 
automobile dealer with 26 years ex- 
perience in the game, concentrating on 
the farm market. When cars dropped 
out from under him he took on a line 
of water systems. This led to sinks, 
cabinets and other kitchen equipment. 

(Please turn to page 78) 
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Attract and hold customers 
by using 
G-E FACTORY SERVICE PLANS 


For fractional-hp motors 


f™ 

, NE sure-fire way to attract and hold trade, to maintain 
a steady volume today and to build for the post war period, is 
through the dealer-proved G-E Factory Service Plans. If you’re 
prepared to repair or replace inoperative motors quickly, eco- 
nomically, and expertly you can attract more service business to 
your store; you can get your share of this increasing war-time 
business. 


These Factory Service Plans enable you to make repairs and 
replacements on practically any G-E fractional-horsepower 
motor, regardless of the type or make of appliance on which it 
is used. The work is done quickly and reasonably —with conven- 
ience and satisfaction for your customers, and at a profit that you 
know beforehand. But more important, there’s no need for you 
to train repairmen—G.E. does the work. You render the service 
without actually making the repairs. 


Simple, isn’t it? And profitable, too! Ask your distributor to 
tell you more about these Factory Service Plans—or fill in and 
_ mail this handy coupon. Start and keep 
/ service customers coming your way. Gen- 
{ eral Electric, Schenectady, N. Y. 
Ey 


BUY WAR BONDS 
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These FACTORY SERVICE PLANS 
will help you build 
extra business NOW 





1. THE EXCHANGE PLAN Covers the most 


commonly used types of G-E fractional-horse- 
power motors. Makes possible immediate re- 
placement from G-E field stocks or from your own 
buffer stock. Replacement motors carry the G-E 


new-motor warranty, except for finish. 


Z. SPECIAL REPAIR SERVICE PLAN provides 
for factory repair of semi-standard G-E f-hp 
motors not covered by THE EXCHANGE PLAN, 
at established prices. Enables you to make quick, 
accurate, on-the-spot estimates. Repaired motors 
carry the G-E new-motor warranty, except for 


finish. 





3. REGULAR RKEPAIK Covers f-hp mo- 
tors not included in either of the other two plans, 


except extremely old or obsolete models. Inspec- 


.tion is made at the factory, and a cost estimate 


is submitted before work is started. These motors 
also carry the G-E new-motor warranty, except 
for finish. This plan rounds out this G-E service 
and enables you to handle repairs on practically 


any G-E fractional-horsepower motor. 



















| 


| 





That's right! A screwdriver is the only tool you need to dis- 

assemble and clean a "DL" Float Valve. 
Simplicity of design and ease of servicing have made "DL" 

Float Valves an outstanding favorite in the oil heater field. 

Many thousands of these reliable valves are rendering fine 
service on space heaters, water heaters, furnaces and ranges, 
etc., in homes throughout the nation, and in addition are serving 
our armed forces on tent heaters, truck heaters, ranges and 
cook stoves all over the world. 

When you are selecting a line of oil heaters for your postwar 
marketing plans, you'll want something that an owner can take 
care of himself—something that will require a minimum of 
service. 


That's why you should insist upon "DL" equipped oil heaters. 














| Detror |_UBRICATOR Comp ANY General Offices: DETROIT 8, MICHIGAN 


Division of American Rapiator & Standard Sanitary corporation 
Conadian Representatives—RAILWAY AND ENGINEERING SPECIALTIES LIMITED, MONTREAL, TORONTO, WINNIPEG 





“DL Heating and Refrigeration Controls * Engine Safety Controls * Safety Float Valves and Oil Burner 
Accessories * Radiator Valves and Balancing Fittings * Arco-Detroit Air and Vent Valves * ‘Detroit’ Expansion 
Valves and Refrigeration Accessories * Air Filters * Stationary and Locomotive Lubricators 











Dealers are Selling 
Water Systems 


oes CONTINUED FROM PAGE 76 = 


And “almost before I knew it I started 
talking modern. bathrooms, too,” he 
says. 

Briefly, here’s his experience: 

“We sell all the water systems we 
can get. I have my own plumber so 
we do the entire installation job unless 
the farmer wants to lay the pipe him- 
self, which often is the case. 

“Our advertising now is limited to 
the phone directory and small ads in 
two county newspapers. After the war 
we will expand fast—and we are going 
to stock a full line of electrical appli- 
ances.” 

Minet’s location is nearly a half-mile 
from the center of the city. He has 
plenty of floor space and extensive 
parking room. He’ll stay right there, 
he says, because farmers and suburban 
people prefer such a location to buying 
in the shopping area of the city. 


Endorse Industry's Suggestion 


The post-war planning committee of 
the electric water system industry sug- 
gests that the first step of new dealers 
entering this field should be the creation 
of a department headed by a man who is 
thoroughly qualified to make estimates 
and lay out entire systems for prospects. 
In the opinion of the three dealers 
interviewed in the foregoing, this move 
is imperative to a successful operation. 
They amplify the suggestion as follows: 

In the case of appliance dealers con- 
ducting an extensive business requiring 
them to remain in the store, in control 
of a number of departments, the man 
selected to head the water system de- 
partment should be essentially a mer- 
chandiser who can be given a sufficient 
grounding in the electrical and plumb- 
ing phases of the operation to make 
rough estimates. They would prefer 
this type of man to a strict mechanic 
without a merchandising background. 
In other words, while there must be a 
dependable tie-up with a plumber some- 
where along the line, whether on an 
employment or a contract basis, they do 
not recommend him for the key position 
at the head of the department. 

In the case of small appliance dealers, 
they agree, the owner himself may 
elect to sit in the driver’s seat. In that 
case the plumber becomes his right- 
hand man. In any event, the latter 
must be in the picture. 


Dealers Confirm Opinion 


Interviews with several implement 
dealers operating in this same area in 
Pennsylvania confirmed this opinion. 
Their present water system depart- 
ments are conducted on this basis. 

Further suggestions of the industry’s 
planning committee included: Immedi- 
ate preparation for display; a service 
truck; a repair branch for the depart- 
ment; cooperation with manufacturers 
on promotion and advertising, and 
building a prospect list with the assist- 
ance of power companies and county 
agents. 
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A WARM PROMISE 


Evans heaters and power ven- 
tilators provide clean, warm 
air for wounded heroes. 





Trucks keep moving on the 
Alcan Highway when starters 
turn and oil flows. 


EVANS 
WARTIME HEATING 
ACHIEVEMENTS 
WILL MAKE 
NEW HISTORY 
IN HOME. HEATING 


FOR TOMORROW 


Tanks roar into battle at 50° 
below zero, vital partswarmed 
by Evans equipment. 


To huts and barracks on Arctic 
fronts Evans heating units 
bring warm comfort. 





A Challenge Met— And A New 
Opportunity Offered Dealers 


The proud pedigree behind the new Evanair line of 
oil-fired space heaters, furnaces and water heaters is 
due to the manner in which Evans met the challenge 
of war... to the long-time Evans reputation for 
pioneering in the heating field. 

When tanks froze up in Russian sub-zero tempera- 
tures, Evans engineers were given the tough job of 
developing heaters to keep them moving even at 50° 
below, while German Panzer units were helpless. 


When military trucks traveling the Alcan Highway 
were immobilized, their motor oil a gummy mass, 
their engines mute, the Army again called on Evans 
engineering ingenuity to solve another tough under- 
chassis heating problem. 


Soldiers in huts in Iceland were warmed by Evans 
heaters. Wounded heroes in ambulances feel better 
as fresh, warm air pours forth from Evans equipment. 


The same engineering skill and ingenuity that so 
successfully met the challenge of the Arctic is now 
concentrated on Evans heaters and furnaces for post- 
war homes. Sensational combustion principles and 
war-tested refinements of the Evans original idea of 
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fan-forced, circulating floor-level heat increase heat- 
ing efficiency, capacity and economy .. . giving a 
wider margin of superiority over competition. 


Evanair beauty captures your prospect’s eye. 
Inspired by Evans engineering, industrial designer 
Walter Dorwin Teague has created a masterpiece of 
styling which any home owner will be proud to pos? 
sess. Priced for the modest home, it’s fit for the finest! 


Westinghouse Electric Supply Company distributes 
Evanair exclusively. The combination of these two 
great names—Evans and Wesco—assures quality prod- 
ucts, stab‘lity and good service. You'll get aggressive 
advertising and merchandising cooperation from the 
Evans-Wesco team. 


All these advantages will make Evanair the big name 
in heating . . . and make you the most envied dealer 
in your town. This fast-selling, more profitable line 
may still be available in your city; ask the nearest 
Wesco distributor or write Evans Products Company, 
15310 Fullerton Avenue, Detroit 27, Michigan. 


* * * 


Vision to Anticipate the Needs 6 bn, 


of Tomorrow Creates New 
Industries Today ie 
——— 


PRESIDENT 


Evans War Products: Machine Gun Mounts ¢« Tank and Automotive 

Heating and Ventilating Equipment ¢ Evanair Water Heaters « Aircraft 

Engine Mounts ¢ Airplane Landing Gear Beams ¢ Battery Separators 

e Prefabricated Houses ¢ Molded Plywood Products ¢ Skyloader « Utility 

Loader e Auto-Loader e¢ Auto-Railer ¢ Auto-Stop « Stampings « 
Evanair Domestic Heating Equipment 


EVANS DETROIT PLANT WINS as ARMY-NAVY “E” AWARD 


EVANAIR DIVISION 





EVANS PRODUCTS COMPANY 


DETROIT 27, MICHIGAN 
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But an even greater line is coming. New features, new 


improvements among the present members of the family. 


New additions to the line such as... 


HOME FREEZERS - STEAM IRON 
ELECTRIC CLOTHES DRYER 


And ready for postwar distribution will be the already 
famous Laundromat, a worthy running mate for the famous 
Westinghouse Refrigerator. 

This then will be the Westinghouse postwar line—the 
line of least resistance. 


WESTINGHOUSE ELECTRIC & MANUFACTURING CO., MANSFIELD, OHIO 
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People, Products, Plans 


November, 1944 








T. K. QUINN 


New Distributor Sales 
Organization Formed 


To Market "Monitor" Appliances 


Formation of a new, national sales 
organization of established specialty 
distributors, to.be known as the Moni- 
tor Equipment Corp., has been an- 
nounced by T. K. Quinn, former vice- 
president of the General Electric Co., 
and president of the new company. 
Over sixty independent national dis- 
tributors comprise the owner-branches 
of the new organization, which will 
sell a complete line of home appliances 
and equipment under the single regis- 
tered brand name “Monitor.” 

The company, according to the pre- 
liminary announcement, will concen- 
trate on “efficient distribution,” ex- 
clusively through independent retailers 
with a view to developing better and 
lower cost distribution methods. 
Through the new Monitor organiza- 
tion, it was said, small and medium- 
sized manufacturers will be able suc- 
cessfully to compete in the national 
market without setting up expensive 
sales organizations of their own. 

No disclosure of the associated, 
member distributors or supplying 
manufacturers is being made at pres- 
ent, but it is understood that distrib- 





utors of the class and type of Rex Cole, 
Inc, New York; P. H. Harrison Co., 
Newark, N. J., and S. S. Fretz, Inc. 
of Philadelphia may be included. 
The new company, it was said, will 
ot operate on the conventional 30- 
Y Cancellation, distributor contracts. 
ce a member company is accepted, 


it can only be cancelled for cause by 
vote of the associated companies. Each 
distributor has his own independent 
business and a proportionate ownership 
in the headquarters company. Every 
sale made popularizes the trade name 
“Monitor” of which he is a joint 
owner. The heads of the associated 
distributor organizations will be di- 
rectors of the new company. 

Monitor Equipment Corp. has offices 
in the Bowery Bank Bldg., 110 East 
42nd St., New York City. 


Fairbanks Morse 
Buys Pump Firm 


Disclosure of the purchase for $4 
million of Pomona Pump Co., has been 
made by Fairbanks Morse & Co. The 
firm was a division of the Joshua 
Hendy Iron Works, producer of tur- 
bine pumps. The deal makes Fair- 
banks Morse the world’s largest manu- 
facturer of turbine pumps, the company 
said. 


Fractional Motor Situation 
Canvassed at WPB Meeting 


At a recent meeting of the Fractional 
Horsepower Electric Motor Industry 
Advisory Committee, meeting in 
Washington with WPB, the situation 
in regard to reconversion in the major 
appliance field came up for discussion. 
A summary of the discussions, au- 
thorized by the War Production 
Board, and bearing on the small motor 
situation follows: 


Reconversion Preparations 


F. M. Mitchell, Consumers Durable 
Goods Division, described preparations 
for reconversion of the appliance in- 
dustries. The Division is anxious to 
minimize lag in production between the 
time when military contracts are cut- 
back or cancelled and the time when 
facilities are in operation on civilian 
items. This lag may average around 





YOUNGSTOWN KITCHEN FRANCHISE—Bowers Wholesale Corp., Norfolk, Va., 





X te he 


was among the first 22 distributors to sign Franchises with Youngstown Kitchens 
(Mullins Manufacturing Corporation). Seated, left to right, are Charles E. Woodsend, 
vice-president and treasurer, and George Bowers, president. Standing is Charles A. 
Morrow, vice-president in charge of sales, for Youngstown. 
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7 months and may even extend to 10 
months. As an example, Mr. Mitchell 
cited the electric flatiron production 
program for 1944. The program was 
not translated into individual authori- 
zations in the hands of the manufac- 
turers until 4 months after approval. 
The manufacturers then required time 
in which to secure materials, prepare 
their facilities, and secure labor. As 
a result, production was delayed to the 
extent that half the programmed pro- 
duction is scheduled for the last 2 
months of 1944. 

It is thought that considerable time 
can be saved if materials are made 
available by WPB before the ques- 
tion of manpower is taken up with 
WMC. The Consumers Durable 
Goods Division intends, therefore, to 
ask that the WPB Requirements Com- 
mittee provide materials for the re- 
frigerator industry. Although no re- 
frigerator manufacturers are now in a 
position to use this material, it will be 
very helpful if they are enabled to place 
firm orders for delivery after author- 
ization of production. This proposal, if 
approved, may be applicable to other 
appliance industries. It is thought that 
the proposal will reduce lead time for 
securing materials by 1 to 3 months. 


Refrigerator Production Needs 


Refrigerator manufacturers now 
have some idle facilities but would 
need 7,500 to 8,000 additional produc- 
tion workers in order to utilize these 
facilities in domestic refrigerator 
production. Present free facilities 
could be used to produce 75,000 do- 
mestic refrigerators per month. Forty 
percent cutbacks in military contracts 
would free sufficient facilities for pro- 
duction of 159,000 units a month. 

It is estimated that, under ideal con- 
ditions, the refrigerator industry can- 
not produce more than 265,000 units 
during the first 90 days after recon- 
version. It is proposed that the Re- 
quirements Committee set aside enough 
material for this 3-month production 
period, Mr. Mitchell said. It is pro- 
posed that AA-3 ratings be applied to 
refrigerator manufacturers’ advance 
orders of motors; the ratings would 
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PROCTOR ELECTRIC COMPANY —DIVISION, PROCTOR & SCHWARTZ, INC., PHILADELPHIA 40, PA. 
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be made effective and the orders would 
be inserted in production schedules (in 
accordance with ratings) as soon as 
refrigerator production was author- 
ized. 

The refrigerator industry should 
reach its base-period production level 
of 3,700,000 units annually within 7 
months from the date of initial pro- 
duction assuming the end of all hostili- 
ties, with complete facilities, material, 
components, and manpower available, 
Mr. Mitchell estimated. 


Military Requirements First 


While there is a stock pile of re- 
frigerators for essential needs there 
can be no production in competition 
with military requirements, Mr. 
Mitchell said. It is probable that no 
domestic refrigerators will be built 
until the defeat of Germany. The 
present stock pile of 50,000 will last 
until June 1945 at the present rate of 
outgo. If it appears that new produc- 
tion cannot be permitted before that 
date, the rate of outgo can be de- 
creased. It would also be possible to 
permit limited production. However, 
about half the manufacturers have in- 
dicated that they would not wish to 
produce refrigerators with less than 
30 percent of their facilities, which is 
more than is now free from military 
contracts. 

A committee member pointed out 
that the motor industry's military con- 
tracts will be cut back by less than 40 
percent. He anticipated, that it would 
be difficult or impossible to provide 
motors for full-scale production in the 
appliance industries. Another member 
expressed the opinion that the shorten- 
ing of lead times for reconversion of 
appliance industries would result in a 
demand for motors to be delivered in 
less than the normal time. Several 
members believed, however, that the 
appliance industries would find it diffi- 
cult to secure other materials or com- 
ponents on the desired dates and that 
delivery of motors would not neces- 
sarily be the determining factor as to 
time required for reconversion. 

It is important that motor require- 
ments be put on a firm order basis, Mr. 
Hanna remarked. Committee members 
agreed that this should be done but 
pointed out that the small motor in- 
dustry’s lead time should he taken into 
consideration. Such planning is desir- 
able, and it was suggested that it be 
applied to other civilian items. 


30,000 Oil Burners 
Authorized by WPB 


Material has been authorized for the 
production of 30,000 domestic type oil 
burners during the fourth quarter of 
1944, for replacement and hardship 
cases, the War Production Board an- 
nounced today. 

Production of this type of oil burner 
has been prohibited since April 15, 
1942, but essential replacements have 
been made from inventories of manu- 
facturers and dealers. These inven- 
tories have been depleted, however, 
and individual consumers are now ex- 
periencing considerable difficulty in 
finding burners to meet their require- 
ments. For this reason it was neces- 
sary to resume production of the 
domestic type burners, WPB offic- 
ials explained. 

Although material has been author- 
ized for production during the three 
months beginning October 1, WPB 
officials do not expect that any appre- 
ciable quantity of these oil burners 
will be on sale until early in December. 
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UNIVERSAL OPENS FALL DRIVE—Uni. 
versal's “U" Plan for "V" Day advertising 
program in 14 leading national magazine; 
will be expanded by Landers, Frary § 
Clark in its fall campaign. With over 
100,000,000 consumer impressions already 
made thru the first phase of the program 
Universal has prepared new, full-page 
colored ads for its fall campaign to keep 
public interest upon the plan for post-war 
appliance purchasing. 





Since they have not been made for 
more than two years, production can- 
not be started until production lines 
have been set up, WPB said. 

Order L-74, controlling oil burner 
production, will be amended soon to 
permit the resumption of output of 
domestic type oii burners. Until L-74 
is amended, only those producers who 
can qualify under the “spot authoriza- 
tion” procedure established in Priori- 
ties Regulation 25 will be permitted 
to begin production of domestic ail 
burners, WPB said. 


Some Small Stoker 
Production to Start 


With the release recently of the 
amendment to Limitation Order L-/ 
on mechanical coal stokers by the War 
Production Board, which permits the 
resumption of manufacturing of Class 
B stokers—less than 61 Ibs. of coal 
per hour—the stoker industry is pre- 
paring to start up the production ofa 
very limited quantity of these size mz 
chines, according to Mare G. Bluth, 
executive secretary, Stoker Manufac- 
turers’ Association. 

Under a previously WPB approved 
program, 37,500 residential size stokers 
have been stipulated as the production 
quota for the last quarter of this year. 
the production to be allocated to tht 
manufacturers in the industry based 
on their percentage of domestic stoker 
production in 1941. New manufac 
turers and other firms which had @ 
small stoker production in 1941 o 
who were not then engaged in stoker 
manufacturing are included in th 
allotments. 

In reality, Mr. Bluth said, the quota 
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of 37,500 is not expected to be reached 
before the first of the year. The Ass 
ciation official stated that most mamir 
facturers do not anticipate the pro 
duction of the small stokers in aly 
quantity until after the first of the ye! 
and that in all probability stoker deat 
ers can expect only a very simall per 
centage of their orders to be fille 
by the middle part of 1945. 
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Yes, more and more dealers sell 
G-E Mazda Lamps: The Lamps 
That Bring’Em In and Bring’Em 
Back! Why? Because it’s easier to 
sell G-E Mazda Lamps! They’re a 
nationally advertised, high quality 
product — recognized, accepted, 
preferred. They offer dealers a 
complete program of compelling, 


pre-tested G-E displays and sales 
aids that help sell more lamps 
faster and add up profits quicker. 


Feature G-E Mazda Lamps in 
your store. Watch the extra dollar 
profits pour in! Make sure you 
get all the benefits—get G-E 
Mazda lamps—the lamps that 
bring ’em in and bring ‘em back! 


KEEP BUYING WAR BONDS—KEEP THE WAR BONDS YOU BUY 
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Hear the General Electric radio programs: The G-E All-Girl Orchestra”, Sunday 10 p. m. EWT, NBG “The World Today” news, every weekday 6:45 p. m. EWT, CBS. 
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Beautiful Plush-napped Surface 


NEW 





P.E.A. EXECUTIVE OFFICERS—Left to right: M. H. Parkinson, (Pennsylvania Power & 
Light) new vice-president of the Pennsylvania Electric Association; Pressley H. Mc. 
Cance (Duquesne Light Co.) retiring president of P.E.A.; George E. Whitwell, Phila. 
delphia Electric Co.), newly-elected president of the association; Francis McQuillan 
(West Penn Power Co.) newly-elected vice-president of P.E.A. Absent when picture 













COVERED METAL 
FLUORESCENT 


BED LAMPS 


Everlasting 
Sprayed-on Finish 


GUARANTEED 
WASHABLE 


Outside finish resembles ‘ve- 
lour plush” exactly like rich- 
napped fabric, over metal. Can 
be washed without damage. 


Inside, baked white enamel, 
with reflector. Standard parts. 
Starter, reactor—14 watts. Twist 
sockets. Takes 14” fluorescent 
bulb. Turn Switch. Overall 
length 15"; depth 442”. 6 ft. silk 
cord. 


PRICE 


$65 


PER DOZEN 


FOB WAREHOUSE 
WITHOUT BULB 
WRITE FOR 

QUANTITY PRICES 


TERMS: 
20% WITH ORDER 


Each packed in _ individual 
200-lb. test carton; 12 to master 
carton. Assorted colors. No 
orders filled for less than twelve. 


Sample sent prepaid 
on receipt of $6.00 
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was taken was C. F. Nagle (Scranton Electric Co.), association vice-president. 


Pennsylvania Electric Association 
Meeting Tackles Peace Problems 


Influence of present developments 
on the electric industry’s peacetime 
future occupied members of the Penn- 
sylvania Electric Association at the 
37th Annual Business Conference held 
in Pittsburgh, recently. The theme 
of the meeting was “Our Future Is 
Now.” 

Col. Willard Chevalier, publisher of 
Business Week, the featured speaker, 
addressed the conference on the sub- 
ject, “Shall We Be Ready for Peace?” 


Acclaims Electric Service 


Electric service, as one of the deter- 
mining factors back of our successful 
war effort, was acclaimed in an ad- 
dress by A. W. Robertson, chairman 
of the board, Westinghouse Electric & 
Mfg. Co. Mr. Robertson paid tribute 
to the utilities for their ability to fur- 
nish adequate electric power through 
all of the feverish period of war pro- 
duction. 

In a “Report to the Industry,” Presi- 
dent P. H. McCance, Duquesne Light 
Co., stressed the long term planning 
which made it possible for the com- 
panies to respond to the demands of 
war. He enumerated some of the ob- 
ligations and opportunities to extend 
the benefits of electric service which 
will accompany peacetime conditions, 

Personalizing service to domestic 
consumers was emphasized by Fern 
Snider, Home Service Director, Geor- 
gia Power Co., in a talk on increasing 
domestic consumption in _ post-war. 
Miss Snider advocated larger scale 
sales promotion, the setting of a goal 
of full usefulness to communities 
served, and a more thorough: educa- 
tional program on adequate wiring and 
good lighting as a means of increas- 
ing potential electrical needs among 
domestic consumers. She pointed out 
that an increased domestic load must 
be created to take up some of the slack 
which will occur when war production 
ceases. Miss Snider’s talk embraced 
home service, kitchen and laundry 
planning activities and company-con- 
sumer relationships. 

Proposals for “electrifying” the 
American way of life” were presented 
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by Merrill E. Skinner, vice-president 
of the Buffalo, Niagara and Eastern 
Power Corp. Mr. Skinner emphasized 
the need for recognition of the na- 
tional scope of the electrical utility 
business, and the advantages to bh 
gained by “collective load-building.” 
He cited . . . the national advertising 
of associated electric utilities as a step 
in the right direction. 
Representatives of the electrical ap- 
pliance industry addressed a meeting 
of the Business Development Section, 
whose chairman is Austin Monty, 
Philadelphia Electric Co. The speak- 
ers were A. L. Scaife of the General 
Electric Co. and T. J. Newcomb, 
Westinghouse Electric & Mfg, Co. 


Whitwell New President 


George E. Whitwell, vice-president 
of the Philadelphia Electric Co. was 
elected president of the Pennsylvania 
Electric Association. Elected vice- 
presidents of the association wert 
Francis McQuillan, West Penn Power 
Co.; M. H. Parkinson, Pennsylvania 
Power & Light Co. and C. F. Nagle, 
Scranton Electric Co. 


Mitchell Acquires 
West Coast Plant 


As part of its expansion program 
the Mitchell Mfg. Co. of Chicago, mak- 
ers of fluorescent and other lighting 
equipment, have announced a consoli- 
dation with the Tru-Ad Co., 101° 
North Madison Ave., Los Angeles 
Calif. In the future, this Los Angeles 
factory will operate under the name 
Mitchell Mfg. Co,, Tru-Ad Division. 

Plans are now being formulated for 
producing in this Los Angeles plant, 
when war conditions permit, the com 
plete line of Mitchell products, i 
cluding industrial, commercial, a 
residential lighting units, as well 4 
desk lamps, bed lamps, floor and table 
lamps, kitchen units, Polaroid lamps 
show window lighting, spotlights 
Lumitone and Lullaby lamp radios. 
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Everyone wants to warm up to 
THE GILBERT ELECTRIC HEATER 
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That gleam in many a house- 
wife’s eyes means she’s got her 
sights set on KitchenAid. On both 
the KitchenAid Mixer and the 
KitchenAid Coffee Mill—just as 
soon as you can show them. 
Know why? 

Although you may feel that you 
haven’t been selling KitchenAids 
the past few years, every Kitchen- 
Aid in your territory has been sell- 
ing for you! Owners of broken- 
down mixers have been watching 
their friends’ KitchenAids sturdily 
plugging along—and they’ve 





noticed, too, how much more the 
KitchenAid can do. They’re sold. 
People who’ve tasted fresh, fra- 
grant coffee home-ground on their 
friends’ KitchenAid Coffee Mills 
are just waiting to know when 
they can get one. 

It’s going to be soon! And only 
KitchenAid offers a full line of 
mixers and attachments... plus 
electric coffee mills. They'll be ad- 
vertised to the hilt very soon. But 
the time to make your plans is 
now! See your distributor—or 
write for his name. 


A Complete Line-detale announced soon 








KITCHENAID 
iia 


The Hobart Manufacturing Co., KitchenAid Division * Troy, Ohio 
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PAINE FURNITURE KITCHEN—Fore-runner of what is to be a complete electrical 
appliance department, Paine Furniture Co., one of Boston's biggest, recently opened a 
Post-War Modern Home exhibition, based on the findings of a survey of Mademoiselle 
magazines young readers. Planned for a modest budget, the electric kitchen combines 


gay colors with clever planning. 


Breakfast bar can be used as work-table; sliding 
panels open into the dining room within reach of the buffet. 
manufacturers cooperated in the exhibition. 


Leading equipment 








What Women Want in Their 


Post-War Kitchen Equipment 


McCall's Magazine Survey Pro- 


vides Valuable 


A large post-war demand for appli- 
ances and kitchen equipment exists 
among the women of America, accord- 
ing to the findings of a survey just 
made public by McCall’s Magazine 
under the title, “What Women Want 
in Their Kitchens of Tomorrow”. This 
survey is based on detailed reports 
from 11,887 readers from all states and 
sections of the country. 


Ranges and Refrigerators 


Electric ranges are on 58 percent of 
the buying lists of the women voting 
on the subject, with eager customers 
almost as numerous as those who are 
still undecided. The market lineup for 
gas ranges is only about half as great 
as that for electric models. 

Most kitchens boast some kind of re- 
frigerator; only 7 percent indicated 
that they do not have one, and 80 per- 
cent of the present refrigerators being 
used have been bought within the past 
ten years. This might look as though 
there would not be many customers for 
replacements, but a study of the survey 
reveals that many women are already 
interested in discarding their present 
refrigerator for a new one. Although 
more than half the voters seem in favor 
of a separate frozen foods cabinet, yet 
many would prefer more frozen food 
storage capacity within the refrigera- 
tor. There will unquestionably be a 
market for both. 


Home Laundry Equipment 


The laundry is done at home in 75 
percent of the more than 11,000 house- 
holds represented. The wringer wash- 
ing machine is the one most in use, 
but the largest demand indicated is for 
the automatic washing machine. The 
vote for this is five times as high as 
the figure for either spinner or wringer 
types. The electric ironer received 
enormous acclaim. The public is not 
over familiar with this product and 
ironers are not considered essential ; 
nevertheless, there is a great willing 
market waiting, whose conversion to 
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Post-War Data 


sales will hinge largely on the price 
levels of post-war ironers. 

The demand in the electric iron mar- 
ket is relatively small. This is no sur- 
prise with a product which lies in the 
absolute necessity class for most house- 
holds. The field for the steam iron, 
on the other hand, is not yet ripe, as 
indicated by the very high resistance 
vote. Confusion over what the term 
means is added to natural inertia to 
change; therefore, there must be ad- 
vertising, display and demonstration 
before it will find many cash cus- 
tomers. 

On the subject of electric and gas 
dryers, a product is again being dealt 
with that has made almost no pene- 
tration into average homes, and the 
ready market figures for both are 
under 10 percent. It is not readily 
explained, however, why the imme- 
diate market for electric dryers is 
9.5 percent and that for gas dryers is 
only 1 percent nor why 50 percent of 
the voters respond favorably to elec- 
tric dryers, while interest in gas dryers 
goes barely over 10 percent. 


Water Heaters 


In spite of the fact that gas water 
heaters are preeminent in the present 
field, women do not show much enthu- 
siasm for them. On the contrary, if 
they have their way, there will be a 
boom market for electric water heaters 
after the war. About 25 percent ex- 
press lack of interest in them, but this 
vote has undoubtedly been influenced 
by operating costs and by the fact that 
electric water heaters have had less 
intensive promotion than ranges and 
refrigerators. 

There is not much doubt that women 
are attracted by the electric dishwash- 
ing idea. 59.8 percent of the contest- 
ants are watching dishwashers with a 
favorable eye and may be converted in- 
to customers if price and operation are 
right. The contest letters stressed over 
and over that women are tremendously 
anxious for a good dishwasher and 
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A bit of an exaggeration, perhaps, but the Bendix 
Automatic Home Laundry dealer is a hero with 
women everywhere! The gals know that he holds 
the “Open Sesame” to the one-and-only Bendix— 
that he’s even now registering name after name to 
buy this amazing automatic home laundry—when 
Bendix is back! Behind him—with its unequalled 
sales punch—is the new Bendix advertising cam- 


BENDIX HOME APPLIANCES, Inc., South Bend, Indiana . 























paign. In Life, McCall’s, Parents’, True Story, 
Better Homes & Gardens, American Weekly, Good 
Housekeeping, 23 Sunday newspaper supplements 
—and on the air everywhere! No wonder, mil- 
lions of women want the Bendix Automatic Home 
Laundry—want it more than any other make of 
washer! And their number is growing. A vast, 
ready market for the lucky Bendix dealer! 


- » Pioneers and Perfectors of 


BENDIX:~"Home Laundry 


the Automatic ‘Washer”’ 
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“Things like taking Susan to 
the park for a little fresh air 
_a bit of Red Cross 


and sun. . 
sewing, maybe . ... 
straighten out that topsy-turvey 


a chance to 


closet .++ 





Yes, Mrs. Jim, someday —and 
we hope it will be soon, just as 


fervently as you do—the last war 


product will roll off our produc- 
tion line. Then, those things by 

a d 
Hamilton Beach that make home 


making better will be all yours. 





Boltimore— Roland Electrical Co. .418-424 E. Pratt St. 
Boston—Electric Motor Service Co...... 151 Pearl St. 
Buffalo— Dynamo & Motor Exchange, Inc. 41-45 Elm St. 
Cedar Rapids —Stolker Electric. .115 Second Ave., S.E. 


Chicago—Complete-Reading Elec. Co... ....ccsceece 
COCR eCeRSeresenceseoucoseoee 123 S. Jefferson St. 
Cincinnati—Beresford Electric Co..... 334 E. Fifth St. 
Cleveland— Acme Electric Vac. & Washer Service Co. 
pnwie60e6n0nsee00462000006 2123 E. Second St. 
Denver— Midwest Elec. Wiring Co.,323 W. Colfax Ave. 






sort of mumbled that last word as 


you left. . 
“Ie’s me, I guess. Honest, Jim, I 
don’t want to whine. But when I 
think of all che time that goes out 
the window, of all the other things 
| could be doing if we had a vac- 
uum cleaner. . . Well! 





We'll leave 


° J, 
“I'm not sure which... You 


t to YOU! 


What would any husband mean as he 
sprints for the 8:15? Jim’s no tyrant. 


His little woman is going to swap that 
broom for a vacuum cleaner. She’s 


going to have a food mixer, too, when 
those things again become available. 
And she’s going to have the best. Why? 
Because she’s his wife! 

Hamilton Beach national advertising, 
an example of which you see here, is 
pitched at homemakers, heads of fam- 


ilies, newlyweds, women with children 


“| know. The people who make 
vacuum cleaners are busy with 
war goods. And I'm for that, don't 
think for a minute I'm not. I'll 
stay on a broom from now on if 
that'll help bring even one boy 
home sooner. But, someday...” 


under eighteen. The story of the Hamilton 
Beach Vacuum Cleaners and Food Mix- 
ers you will soon be selling again is 
reaching 12 million of these better-than- 
average prospects each month. That’s 
a figure worth keeping in mind when 
you plan your postwar line. 

Another round number worth remem- 
bering is the 28 authorized Hamilton 
Beach Service Stations listed below. Let 


the one nearest you give you a hand 


now with parts or complete repairs. 


vill Manufacturing Co. 


Division of Sco 
wisconsin 


RACINE, 


Hamilton Beach Company, Division 
of Scovill Manufacturing Company, 


Racine, Wis. 


Indianapolis—Apex Electric Service Co. ...... seenee 
COSoerocecesoeoesoeeoonsece 419 Big-Four Bidg. 


Kansas City, Mo.—Iindependent Elec. Mchy. Co..... 
COeccccccseccccccccecece ++ 300 Southwest Bivd. 


Little Rock—Treadway Electric Co., Inc. .206 Scott St. 
los Angeles—Electric Lighting Co...216 W. Third St. 
Minneapolis—Sterling Electric Co...31-33 S. Fifth St. 
New York—Reading Electric Co., Inc.. 200 William St. 


Philadelphia— Hubbell Electric Co. . 220-22 S. 11th St. 
Pittsburgh—Ferry Electric Service Co. 127 Fourth Ave. 





Portland, Ore.—Morrison Electric Service..........+ 
. e 1236 S.W. Washington at 13th 
Salt Lake City—Time & Instrument Co.. 222 Dooly Bldg. 


San Antonio—Martin Wright Electric Co............ 
Seéernceceteass +.» Novarro St. at the Auditorium 


San Diego—J. F. Zwiener Electrical Co..... 229 B St. 
San Francisco— Will M. Aronson Co... 955 Folsom St. 
Seattle—Electrical Engineering Co.... 2012 Third Ave. 
Spokane— Maxwell & Franks. ........ 619 First Ave. 
St. Lovis—Brandt Electric Co........... 904 Pine St. 
St. Pavl—Hoeft Electric Co., inc........ 54 E. Fifth St. 
Washington, D. C.—Central Armature Works 


» inc... 
eeereresereeeeseeeesssesO25-27 “D” St. NW 
‘ 


HAMILTON C29 BEACH 
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there is probably no new kitchen de 
velopment in which a successful mags 
product could achieve a more hearty 
welcome. 

Votes for electric waste disposers 
fall into patterns quite similar to those 
for electric dishwashers. Here again 
it is a product about which women 
are not well informed, but the more 
knowing speak of plumbing problems 
with waste disposers and of limita. 
tions in the dishwasher’s performance 

Good lighting ranks high among the 
requirements of all the voters. Many 
ask for special lights at work areas, 
and fluorescent lighting seems to be 
more popular in the kitchen than else. 
where. 

Kitchen ventilators get a strong hand 
in the report. It is called a necessary 
feature by 42.5 percent of the women, 
and whereas the built-in types get a 
landslide vote, women with old houses 
might compromise on a portable unit 
because of expenses. 


Small Appliances 


In the small appliances market 
toasters, electric mixers and electric 
roasters promise fair activity. The 
toaster has a high present ownership 
coverage, but toasters have been wear. 
ing out and there are always brides, 
As for mixers, the market is far from 
saturated although more than 33 per. 
cent of the women now have them 
They stand highest, of the small ap- 
pliances, in the “must have and will 
buy at once” classification. Electric 
roasters seem to be regarded as a 
pleasant extra appliance, not one that 
is essential. 

Enthusiasm for radios is widespread, 
Some women already have radios in 
their kitchens and 58.7 percent are 
definite or prospective customers. 


Portable Lamp Group 
Promotion to Start 


Believing that the time is not far of 
for the removal of WPB restrictions 
on the manufacture of portable lamps, 
the Advisory Board of the IES Better 
Sight Lamp Manufacturers has ée- 
cided to resume organization activities 
Nov. Ist. thus answering numerous 
questions as to whether there will be 
any post-war promotional program for 
“certified” portable lamps. 

As is the case with many cooperative 
promotional activities, the plans of the 
certified lamp makers are fluid rather 
than fixed, but according to Foster & 
Davies of Cleveland, advertising and 
sales counsel for the group, all possible 
angles are being anticipated—new uses 
of metal, glass and plastics, new appli- 
cations of light sources and new mat 
keting and “industry” conditions. 

Electrical Testing Laboratories, Inc 
of New York will continue as the tes 
ing and certifying authority and the 
Certification Plan undoubtedly wi! 
extend beyond the so-called scientific 
or sightsaving lamp to include almost 
every kind of- portable lighting units 


Lafayette Is Now 
Concord Radio Corp. 


A change in name from the Lafay- 
ette Radio Corp. of Chicago at 
Atlanta, to the Concord Radio Corp 
has been announced. In announcing 
the new name, Concord Radio em 
phasizes the fact that the name ofly 
has been changed. From the exec 
tives down, the personnel remains t 
same. No changes will be made # 
policy or service, 
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Flip this switch — you 
iron with steam or dry 
heat instantly! 


Ay a 
Sabet 


Set the dial—the 

temperature stays 

€ put... fabrics 
are safe! 


Does everything an automatic 
electric iron will do... does 


MORE than any other 
steam iron will do! 


Special steam 
safety guard— 
steam pressure 
can't gettoo high! 


-— 








SILEX...A MUST FOR ALL FABRICS — A woman knows that a 
steam iron will do a better job on ALL fabrics —whether old 
or new. And she’ll know the minute she sees the Silex Auto- 
matic Electric Steam Iron that SILEX will do the best job of 
any iron, steam or dry, because it’s the ONLY iron with the 3-way 
grooves that send steam all over the sole plate, from heel to tip. 

And Silex has that wonderful fingertip lever that switches from steam 
to dry heat instantly. Flip...it’s steam... flip...it’s dry heat! 





nn ald " Big Ads tell the Silex story to millions! 
tid rather — Silex advertising paves the way for the speediest possible over- 
Foster & Sally Silex SAYS: the-counter selling and the biggest possible profits! 
ising and a ee Limited production will soon start. Keep in touch with your 
11 possible ee oe Pa 
x grooves put horizontal distributor for your allotment. 
—new uses Sheath of steam be 
1ew appli- tween iron and fabric! 
new mat- 
ions. THE SILEX COMPANY, HARTFORD 1, CONNECTICUT 
ories, Inc and ST. JOHNS, QUEBEC, CANADA 
5 the test eSt A e \ 
: and the \ woe ov ne _" gs, wy + ° T i, 
“1 ovat i are : § . Ati Aas ei eS 
tedly wi ‘ ; x J | | Pr AierTirit 
stent S vt S ¢o* % ‘ < ‘ U oma LIC GIGULITY 


ting units 


the Lafay- 
icago an? 
adio Corp 
announcing 
Radio em 
only 


name 


the exect 


-emains 


ve made # 





Steam iron 


- 


<imes gq. 2 
br 4 


lzZineg LZ 





NDISIN 


ELECTRICAL MERCHANDISING—NOVEMBER, 1944 PAGE 93 











PAGE 94 


THERE’S ANOTHER kind of vote coming after 
Victory. It will be cast not in the ballot boxes but 
in the cash registers of post-war America. And its 
results will be vital to the prosperity of America’s 
radio dealers. 


What radio will post-war America buy? As peace- 
time production approaches, that’s the $64 ques- 
tion for radio dealers. Today, competent observers 
are studying post-war buying trends to answer 
that question ...to predict what America will buy. 


The results of one nationwide poll by a 
leading weekly publication showed that 
4 times as many people want to buy a Philco as 
the next leading make... as many as the 
next 12 makes combined! Another revealed 
that among Philco owners, as compared 
with owners of other makes, by far the 
largest percentage intend to buy another 
Philco after the war. 


These are facts upon which radio dealers can 
make sound plans for the future. Philco is the 
undisputed leader... first in public acceptance 





... first in public demand. The 17 miilion Philco 
radios in the homes of America make by far the 
largest, most loyal replacement market in the radio 
field. It’s a matter of simple business logic that the 
easiest product to sell, the one that gives you the 
quickest turnover and the biggest profit, is the 
product the public wants to buy. 


Only one question remains—what will Philco 
give you to sell in order to cash in on this over- 
whelming public preference? Here again, simple 
business logic gives you the answer. 


In 12 straight years of leadership, Philco research 
and engineering have proved their ability to pro- 
duce what the public wants. These products will 
be merchandised by the strongest, most successful 
distributing organization in the appliance field. 
And every radio dealer knows by experience the 
power of Philco advertising and promotion. 


These, too, are facts... from the record. They 
are the ingredients that built the history of 
Philco leadership. You can depend upon history to 
repeat itself! 
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That's the “rating” for 


Briggs & Stratton 4-cycle, air-cooled 
gasoline engines — leaders in the field... 
Preferred power — based on the 
performance record of over 2,000,000 of 
these engines with their watch-like 
precision . . . the result of twenty-five 
years of continuous production, plus 


constant research and refinement. 


4 


1GGS &STRATTON 


pF 


Preferred power, by manufacturers, by distributors and dealers, 
by owners and users . . . because of trouble-free performance, 
easy starting, and economy of operation . . . Because of 
year after year of dependable service with minimum care or 
attention. We are now ready to help you plan for peacetime 
production of gasoline powered equipment, tools and appliances. 
BRIGGS & STRATTON CORP., Milwaukee 1, Wis.,U.S.A. 


BR 
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ped Queens 


SMIlLIONTH 


20 MM SHELL 


8 MILLIONTH SPEED QUEEN SHELL—The "8 millionth 20 mm. shell” produced for 


the armed forces by Barlow & Seelig Mfg. Co., received special handling as it came 
from the paint booth of Speed Queen's shell shop a short time ago. President H. A. 
Bumby took over at the end of the line to personally pack this particular shell. Shar- 
ing Mr. Bumby's interest are two other Speed Queen executives who have helped 
direct the local company's all-out war production program. They are R. C. Labisky, 
assistant to the president, and W. A. Royce, secretary and treasurer. 


Utility Collecting Instalments 
On Post-War Appliance Delivery 


Nebraska Power Sets Priorities on Ranges, Water Heaters 


Something that has been much 
talked about but little developed, the 
idea of collecting money from domestic 
customers now and supplying appli- 
ances later, is apparently working out 
under the auspices of the Nebraska 
Power Co. 


Call On 5,000 Homes 


Company salesmen are calling on the 
5,000 homes in the Omaha and Council 
Bluffs area which are wired for 
ranges. As the customer places an 
order with the salesman his name is 
put on a priority list, and he is issued 
a numbered membership card in the 
electric range and water heater prior- 
ity club showing the sequence in which 
his appliance is ordered. With his 
order each customer makes a down 
payment, arranges monthly install- 
ments and designates the make of ap- 
pliance he prefers. The money turned 
in to the Nebraska Power Co. as down 
payment installments is invested in 
war bonds. Should the customer can- 
cal his contract all money that has 
been paid will be refunded, without 
any interest. Should he carry through 
the company will pay the customer 4 
percent interest at the time the equip- 
ment is installed. 

Contracts for appliances are to be 
placed with cooperating distributors by 
the utility at the time the distributor 
receives merchandise for delivery. Each 
distributor then will devise his own 
plan for distributing these contracts 
among the dealers, except as a cus- 
tomer may designate dealer prefer- 
ences. 


Delivery Preference 


Cooperating distributors have agreed 
that the contracts secured by the plan 
will be given delivery preference over 
all orders with the exception that deal- 
ers will be allowed to build up floor 
displays. At the present moment $200 
is being designated as the range price 
and $150 for the water heater. At the 
time of delivery if more has been paid 
then the purchase price of the appli- 
ance the balance will be refunded. 
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Besides helping appliance dealers to 
establish a normal business, this op- 
eration begins the conditioning of the 
Nebraska Power Co.’s sales force pro- 
gressive dealer aid in the post-war 
period. It will get range and water 
heater sales off to a flying start with 
the 500 or more signed orders ready 
for delivery and the work is yielding 
the Nebraska Power Co. a factual sur- 
vey of cooking and water heating 
equipment in the 5,000 homes wired 
for electric range service in Omaha. 
This information is to be made avail- 
able to dealers after the war. 


Families Planning 
Higher-Priced Homes 


The majority of American families 
expecting to build their own homes to 
order when restrictions are relaxed on 
man power, materials and equipment, 
are budgeting an outlay of $5,500 or 
more for construction alone, exclusive 
of land cost. 

Finding to this effect, based on an 
analysis of authenticated reports on 
single-family dwelling construction 
contemplated by 18.428 families per- 
sonally interviewed during the last 
seven months by its staff in all states 
east of the Rocky Mountains, was an- 
nounced recently by F. W. Dodge 
Corp., fact-finding organization for the 
construction industry. 

A spokesman for the company 
pointed out that the greatest demand 
for homes as revealed by this survey is 
in the higher cost brackets of construc- 
tion prohibited during the last three 
years by defense and war restrictions. 
Two-thirds of the post-war demand is 
for homes to cost more than WPB’s 
maximum for eligible war workers, 
the executive declared. 

The survey shows that fewer than 
12 percent interviewed expect to ob- 
tain a home built to order for $4,500 
or less, exclusive of land cost. 


1944—ELECTRICAL MERCHANDISING 
































TOMC 


ELE 











for 
me 


ar- 
ed 
sky, 


rs 


s to 
op- 
the 
pro- 
war 
ater 
vith 
-ady 
ding 
sur- 
ting 
‘ired 
aha. 
vail- 


lilies 
es to 
d on 
nent, 
0 or 
sive 


n an 
s on 
ction 
per- 

last 
states 
s an- 
Jodge 
yr the 


ipany 
mand 
vey is 
struc- 
three 
tions. 
and is 
]PB’s 
rkers, 


than 


0 ob- 


$4,500 


SING 





| SOME THINGS have a powerful appeal 


‘All the world admires a hero. In fact, folks 





are instinctively attracted to those who 
excel in any field. 
And this same appreciation of “quality” carries 


into many inanimate things. For instance: a flaw- 





less diamond or Sterling Silver needs no selling 


as to its inherent excellence and lasting value. 





And the same is true of porcelain enamel when it 


is offered to your customers as the finish on a 





handsome range, refrigerator, frozen food cabinet 
or washing machine. 

Products finished in porcelain enamel have 
always had—and will continue to have—a 
strong appeal for buyers. Folks love the brilliant 
beauty of this ageless finish and the ease with 
which it can be kept spotlessly clean. Even more 
important, they appreciate its acid-resisting and 
fireproof qualities and the fact that it is entirely 
immune to normal wear and scratches. It’s one 


thing they’re looking for—a lifetime finish. 


Sales are made easier when products 


are finished in PORCELAIN ENAMEL 








IN Color, TOO, PORCELAIN ENAMEL IS A LIFETIME FINISH 


The brilliant beauty of Cloisonné pieces, as The same gorgeous and permanent colors 
well as other early art subjects made with are available today, in porcelain enamel. In 
porcelain enamel, has made them “collectors’ addition, a wide range of pastel shades have 
items” for centuries. And time only enhances been developed. These, together with today’s 
their charm and beauty. even finer porcelain enamels (now tougher 


and more resilient), present interesting possi- 
bilities to manufacturers who are looking for 
a truly handsome and permanent finish. 








FERRO ENAMEL CORPORATION . CLEVELAND 5, OHIO — 





TOMORROW, AS IN TH PORCELAIN ENAMEL WILL BE MADE WITH FERRO FRIT, CLAY AND COLORS ... AND IN FERRO-BUILT PORCELAIN ENAMELING FURNACES. 
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See 150,000 Deepfreeze 
Units Sold During 
First Post-war Year 


During the first post-war unlimited 
production year, sales of more than 
150,000 Deepfreeze units were prom- 
ised by Deepfreeze distributors of the 
nation who attended a Deepfreeze sales 
convention recently conducted at Nip- 
per-sink Lodge, Genoa City, Wiscon- 
sin. A three-day meeting of officials of 
the Deepfreeze Division of Motor Pro- 
ducts Corp. and the national distriby- 
tor organization, the conference was 
highlighted by a thorough discussion 
of the advertising, sales and merchan- 
dising plans for the post-war promo- 
tion of Deepfreeze units for domestic 
use. 





Tom Beck in Keynote 





“THANK GOODNESS! IT CAN’T 
BURN OUR PORCELAIN” 


Keynoting the meeting, an address 
by Tom Beck, president of The Cro- 
well-Collier Publishing Co., focused 
attention on the tremendous selling 
opportunity that lies ahead in the home 

| freezer field. Willard Morrison the 
pioneer and inventor of Deepfreeze, 
unveiled several streamlined post-war 
models. Supplementary informative 
remarks were also heard from J. B 
Replogle, chief engineer, Deepfreeze 
Division and L. E. Jacques, production 
superintendent, Motor Products Corp. 

Howard Roberts, Deepfreeze sales 
manager, gave a presentation of the 
post-war merchandising program. Dur- 
ing this session, copies of the new 

| distributor-dealer sales presentation 
were given to all distributors in the 
audience, 


Advertising Program 


Walter Seiler, president of the 
| Cramer-Krasselt Co. (the Deepfreeze 
advertising agency) delivered an in- 
formal talk on the reasons why behind 
the Deepfreeze advertising program, 
and pointed to the bright future await- 
ing the Deepfreeze sales and distribu- 
ting organization. Following Mr. 
Seiler’s talk, Lynn Werner, advertis- 
ing manager of Deepfreeze, enlarged 
upon the postwar advertising aid which 
will be available to the entire sales 
organization. 


















HERE’S 
FUTURE SALES! 































T+’ almost fun to pitch in and clean up after the party 
when you have a kitchen range, table-top and sink fin- 
ished in acid-resisting porcelain. A wet dish cloth will 
erase lemon or other drink stains in one easy wipe. Even 
a burning cigarette—which would leave a scorched yellow 
line on an ordinary finish — can’t burn this fire-proof 


, .color national 
This four-co * 6 


advertisement wi : 
mind millions of peop 


tages 
of the proved advan ted 



















of porcelain ea ‘id material. 
products—and _ a e Millions of porcelain enameled home products, bought 
les for yOU 


sa before the war, look as new as ever today. Knowing this, Baillie Leaves Detroit 
post-war 2 











During the past thirty people will be eager to have the a —— a bal 3 
Armco’s advertis- porcelained products manufacturers will bring out when 

yease rs has peace comes. “The resignation of J. W. Baillie, 

ing to conmum 11 mil- The porcelain appliances you value so much have a secretary and treasurer of the Detroit 

helped stores se aired more beautiful and durable finish because of an impor- Lubricator Co. has been announced by 





lions of these pro 


tant Armco development. Working together closely, 
Armco men in the laboratory and the mill produced a 
special kind of metal sheet on which the glass-like porce- 
lain could be more securely bonded. 

Your home will be more attractive and efficient after 
the war through many other products made of Armco 
special purpose steels. These have given Armco a nation- 
wide reputation among manu- 
facturers as the specialist in 
sheet steels. The American 
Rolling Mill Company, 2761 
Curtis Street, Middletown, O. 


C. H. Hodges, president, effective 
December 1, 1944. On that date Mr. 
Baillie will become active president of 
the American Gas Machine Co., Albert 
Lea, Minnesota, on whose board of 
directors he has served for the past 
three years and in this capacity has 
been in close touch with the company’s 
various activities. 





Gibson Names Toronto Firm 


All Gibson products will be dis- 
tributed throughout Canada by Rogers 
Majestic, Ltd., Toronto, according to 
announcement by F. E. Basler, vice- 
president in charge of sales, Gibson 
Refrigerator Co. 

Basler states that Rogers are today 
engaged in war work, as is Gibson, but 
will swing to peacetime distribution 
through their numerous branches, dis- 
tributing connections, and 2,000 dealers 
when household appliances start roll- 
ing. 


Special Purpose Sheet Steels 
FOR TOMORROW'S PRODUCTS 


Hobe finish the fight with Wav Bonds 


$ 


®@ This advertisement 
will appear in The 
Saturday Evening Post, 
November 25th (in 
four colors), and Time 
(in bleck and white), 
November 27th. 
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pe! your eyes and listen... it’s like 
Pheing at a Jack Benny broadcast!”’ 
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of the ; r Bee Every chuckle and quip, every 
pfreeze ‘ note, coming through the new 
an in- pT rav-Ler Radio is so audible and 
barnes I; that /istening is like traveling to 

=. like being carried from armchair 


> await- 
istribu- Bio a seat in front of the microphone. 
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ig Mr. 
dvertis- 
nlarged 
d which 
re sales 


FR Trav-Ler Radio’s astonishingly 
istic reception, in both AM and FM, 
Be its most irresistible selling point... 
‘y; comparable to Trav-Ler’s handsome 

cabinet designs and low prices. 
Future-minded dealers and distributors 


are invited to inquire about postwar Trav-Ler 
“SS Radios and Karenola Record Players. 


'R KARENOLA RADIO & TELEVISION CORPORATION 
1028-36 W. VAN BUREN STREET, CHICAGO 7, ILL. 
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DESIGN FOR WAR’ PRODUCTION 


100 


During the war, all departments of 
International Detrola’s great radio- 
electronics plant have been brought 
to peak efficiency for volume manu- 
facture of vital military equipment. 
Hundreds of thousands of square feet 
of production space have been re-allo- 
cated. Interiors and fixtures have been 
modernized, streamlined. These im- 
provements have enabled skilled 
workers to chip precious minutes from 
production time while maintaining 
highest quality. All this will contribute 
to the excellence of manufacture in 
quantity of radio receivers, automatic 
record changers, television receivers 
and other peacetime electronic prod- 
ucts. Keep Buying War Bonds. 


















DETROL RADIO 


DIVISION OF INTERNATIONAL DETROLA CORPORATION + BEARD AT CHATFIELD, DETROIT §, MICH. 


C. RUSSELL FELDMANN PRESIDENT 





‘i, 


NOVEMBER, 





| Apex Gets $5,000,000 
VT Loan for Production 


C. G. Frantz, president of the Apex 
Electrical Mfg. Co. announced recently 
that as a part of his company’s recon. 
version preparations to its regular pro. 
duct of Apex electric washing ma. 
chines, ironing machines, vacuum 
cleaners and motors, an Army-spon- 
sored regulation VT loan for $5,000. 
000 has recently been completed. 

The loan will be used to finanee 
company war activities of its plants at 
Cleveland and Sandusky, Ohio, all of 
which are operating at increasing rate 
in the production of war products, in. 
cluding naval gun control mechanism, 
amphibian tank transmissions, aircraft 
operating units and engine pumps, 
electrical apparatus and other divergi- 
fied equipment. 


Automatic Washer Developed 


Mr. Frantz also announced extens- 

| ive plans are being completed for Apex 

to resume production which will in. 

volve a substantial expenditure in plant 

reconversion, new machinery and 

| equipment to provide for a greatly in. 

creased volume of its pre-war pro- 

ducts of washers, ironers, cleaners, 

motors, and non-ferrous permanent 
mold and sand castings. 

The permission of WPB to proceed 
with experimental work has enabled 
the company to make rapid progress 
towards completion of an automatic 
clothes washing machine of unique ée- 
sign, which has been in process of 
development for some years prior to 
| the outbreak of the war. Plans call 
| for production of this unit somewhat 
| later than the resumption date of 
regular line of products. 





Clock Production 
Reported by WPB 


Production of spring-driven and 
electric alarm clocks for the third 
quarter of this year is estimated at 
1,260,000—a slight increase over sec- 
ond quarter production—War Produ- 
tion Board officials reported to the 
Non-Jeweled Clock and Watch Mant- 
facturers Industry Advisory Commit 
tee recently, WPB announced recently. 

Government officials exnect produt- 
tion of approximately 1,750,000 alarm 
clocks during the fourth quarter, and 
about 2,500,000 alarm clocks during the 
first quarter of 1945. Some committee 
members said cutbacks that may occur 
in other industries in their labor areas, 
might free additional manpower for it- 
creased alarm clock production. 

Compared to the pre-war rate of 
production, estimated at about 12,500; 
000 alarm clocks per year, output will 
remain small. The industry’s war pro 
duction schedule is still heavy, and wil 
remain so until the defeat of both Ger- 
many and Japan, the committee said. 

The pooling plan for distribution of 
war alarm clocks was discontinued Oc- 
tober 31, officials told the committee 
Under this plan, which has_ bee 
operating since the beginning of 1948. 
manufacturers have pooled their pro 
duction of war alarm clocks. 
clocks, bearing neither a brand name 
nor a trademark, are divided by WP8 
among pre-war manufacturers 0 
clocks and distributed through norma 
wholesale and retail channels. 

The pooling plan is being abandoned 
in line with WPB’s policy of elimir 
ating wartime controls wherever pos 
sible. 
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pumps, TRADE MARK REG. U.S FAT. OFFICE 
diversi- 


ped They know only Deeptreeze 
ex Sc. * s ae 
a provides 100% primary freezing 
will in- . 
inl surface...100% food protection 
satly in- 
; r ‘“- 
cleaners, 
ite With millions of Americans it’s no longer a question of 
proceed “Shall we buy a home freezer?’’—it’s ‘‘Which one will it be?”’ 
Pee Deepfreeze is answering their question, with powerful full- 
utomatic page advertisements in the leading magazines, focusing interest 
se . on the Deepfreeze principle of 100% Primary Freezing Surface. 
wet Thousands of Americans are reading advertising by Deepfreeze 
>mewhat and are responding to it. Thousands are learning why Deep- 
date of freeze, with its 100% Primary Freezing Surface, prevents foods 
from drying out during storage, keeps foods farm-fresh so 
much longer. 
Protected by exclusive patents, the Deepfreeze principle of 
100% Primary Freezing Surface prevents harmful food dehy- 
dration because the entire inner wall of the Deepfreeze is freezing 
surface. Temperature differential between the cold wall and 
ey = food storage area never exceeds two degrees. Therefore, in a 
nated af Deepfreeze there is no circulation of warm air to pick up moisture 
ver Set- from stored foods. Foods stay juicy, moist and fresh—in- 
Produc: definitely! 
1 to the 
h Mant- Since 1938, thousands of Deepfreeze Units serving America’s 
— homes have proved the rightness of the Deepfreeze freezing 
produt- principle. When the time comes to buy, your customers are 
1) alarm going to insist upon a Deepfreeze. Get ready for that time 
es now. Write us today! 
ommittee Cartridge cases, airplane nese and tail gun turrets, blood desic- 
ay occur cating units and industrial freezing equipment are among the 
nae) =_— war products that Motor Products Corporation is proud to be 
tly J making to speed the day of Victory. 
' i 
t 12.50 
tput will _— 
wat semen PLANT 
oth Ge 


ttee said 
bution of 
nued Oc- 
»mmittee. 


rs 
ras been Motor Products Corporation 
of 1943 Deepfreeze Division ; 
heir pro , 2441 Davis Street, North Chicago, III. 
“a The Gentlemen: I am interested in getting full information 





_ 











nd name TRADE MARK REG U.S. PAT. OFFICE regarding Deepfreeze postwar selling opportunities. 
by WPB 

. f Te eT Te TTT CTT eT TT eT TT ETT LL 
— ONLY MOTOR PRODUCTS CAN MAKE A “DEEPFREEZE” Pca pedconesnaweneseenssabaninstancvectensenes 
bandone MOTOR PRODUCTS CORPORATION o 
¢ elimia- Deepfreeze Division: 2441 Davis Street, North Chicago, Illinois BP sexe osereretineescecesasrsestepesteooesetes 
ever po | Main Plant: Detroit, Michigan Canadian Plant: Walkerville, Ontario A cscicessinae Kapvetdindthetbredteweneeeheneee 
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4 Atoni in the Aus- 


tralian Bush... miles 





from any doctor... 
a 23-year-old nurse looks down at a 
stricken, pain-racked little girl. 

“Polio,” the dread crippler of child- 
hood, has struck again . 
no known treatment. 

The nurse stares down at the moaning 
child...at her own empty, helpless hands. 
And then—butlet Sister Elizabeth Kenny 
herself tell you the story: 

“TI knew nothing of infantile paralysis 
then,”’ she says. “But I did know muscle 
structure. Years before I had thought 
of becoming a nurse, | had read every 
hook on anatomy I could lay my hands on. 

“Now that knowledge stood me in 
good stead! Amy's muscles were con- 
tracted. The contraction must be over- 
come... In my mind one thought kept 
pounding: Heat will do it! But what 
kind of heat?” 

Today all America knows the rest. 
How, praying to God for help, Sister 
Kenny at last found the answer to her 
question, and saved her little patient . . . 
How, from that night’s agonizing ex- 


. and there is 


“I say it reverently, that God was my Dir 





ecting Doctor...” 


—Sister Elizabeth Kenny in The American Weekly, March 26, 1944. 


POLIO! And only FAITH and 


perience, she developed a new and revo- 
lutionary treatment of infantile paralysis 
. . » How the great medical world, at 
first doubting and hostile, is gradually 
coming to her door. 


r r ’ 


It so happens that, long before any other 
general magazine had taken serious note 
of Sister Kenny's work, the people in 
more than 7,750,000 families had already 
read her story in The American Weekly. The 
article appeared in the issue of August 17, 
1941. Itis by no accident that this occurred. 

For Sister Kenny's article is of that 
great category of moving, human ex- 
periences of struggle and achievement, 
of heartbreak and triumph, of love and 
sacrifice~ which have ever moved men to 
think and feel deeply. 


To it attaches that profound and quest- 


THE 


er READING @0 help her! 


ing interest of all people, of every class 
and age, in the mysteries of medicine and 
science . . . the beauty and power of art, 
music and literature . the hope and 
inspiration of religion. 

Of such interests—deep, fundamental, 
eternally human—The American Weekly 
week after week builds its fascinating 
articles . . . stories told with a simplicity 
and skill that stir the imaginations, the 
emotions and the thinking of millions. 


And so, each week, distributed from 
coast to coast through 20 great Sunday 
newspapers, The American Weekly continues 
to implant and encourage that priceless 
habit of reading which has been the 
greatest single influence of our age. 

The manufacturer who associates his 
product or his company with such an in- 
fluence is tying in with the greatest force 
known in advertising. 


ERICAN | 


**The Nation’s Reading Habit” 


MAIN OFFICE: 959 EIGHTH AVENUE, NEW YorK CITY 


NOVEMBER, 
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Who thev are: 


They are the companies who supplied many of the compo- 
nent parts for Crosley products in bustling times of peace . . . 
who furnish raw materials, fabricated parts, special test 
equipment, machinery and facilities to speed Crosley pro- 
duction of more than forty vital weapons in anxious and 


hectic days of war... 





... who will help create, in similar ways, the better-than- 
ever postwar Crosley radios, refrigerators and other house- 


hold appliances. 


i 


Certain suppliers roll better steels — others produce better 


paints and enamels—or make better switches—or other elec- 


trical and mechanical devices—others assemble certain com- 


ponent parts more efficiently and economically than anyone 


else we know. All are a part of our organization. 





In peacetime, the better quality and the savings effected by 


rosley has 2,500 partners 


this specialized mass production are enjoyed by the millions 


of people who use Crosley products. 


Surely this is a notable example of the interdependence of 
modern manufacturing . . . of interlocking teamwork that is 
helping Americans to out-produce the rest of the world in 


wartime. 


In this manifold partnership the Crosley organization—9,000 
highly skilled men and women—uses these exceptional mate- 
rials, parts, and assemblies to produce the finest radios, 


refrigerators and other household appliances that people can 








buy. Crosley engineers and designers will continue to pro- 
vide, in all Crosley products, the wser-plus features that en- 
large the markets for Crosley products — employing the 


highest skills of these many suppliers. 


them all: 


HN 


Lrosiey thanks 


... each and every one of its 2,500 loyal, efficient supplier- 
partners, and looks forward with them to larger opportunities 
for postwar services to the public. 


GROSLEY 


THE CROSLEY CORPORATION 
CINCINNATI, OHIO 


Peacetime manufacturers of Crosley refrigerators, radios, other household appliances and the Crosley Car. Home of WLW, “The Nation’s Station.” 
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Think of 


with(jardner 
Appliances 


There is a big, profitable ™ = 
market for electrified é e 
Fly Screens and Traps 


The market for electrified fly 
screens and traps is everywhere 
. 80 big, so obvious, so fast- 
moving, so non-competitive, that 
it offers one of the most profit- 
able, most promising sales fields 
you can think of. 

Gardner screens for doors and 
windows have basic, patented 
advantages. They are readily 
adjustable on all sides, are com- 
pletely safe, are easy to install, 
are cheap to operate, cost little 
initially, and have a long record 
of successful installation behind 
them in every market... resi- 
dential, commercial, indus- 
trial, institutional, 
and agricul- 
tural. r— 


feyor (| 
Ee Shop— ue 








slialils 











Gardner fly traps, too, have 
a great potential. They are 
portable, plug in anywhere, 
are illuminated for night fly- 
ing insects. Plan for your 
share of this profitable fly 
screen and trap business by 
writing today for full informa- 
tion on Gardner 
i postwar sales 


‘Se 



















a9 


bring more farmers your way 
These popularly priced, absolutely safe 
battery and high line controllers are the 
key to many profitable sales to dairy 
farmers and livestock raisers. You're 
confident when you recommend Gard- 
ner fencers that they will meet all con- 
ditions of service satisfactorily, for this 
safety-approved pioneer line has a long 
record of trouble-free performance in all 
parts of the country. Their many exclu- 
sive advantages make them easy to sell, 
and their competitive price meets the 
approval of value-conscious farmers. 
These best-engineered controllers are 
available now. Write today. 


Gardner {Iifg.Lo. 


Horicon- Wisconsin 
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SILEX Steam Iron 


The Silex Co., Hartford, Conn. 


Device: Silex combination steam and 
dry heat iron. 


Selling Features: Iron moves on cush- 

ion of steam extending from tip to 
heel, preventing scorching, sticking, 
melting ; 3-way grooves on sole plate 
through which steam is forced hori- 
zontal—not downward. 
Special lever allows for changing 
over from steam to dry heat in- 
stantly or vice versa while ironing— 
which means a shirt can be ironed 
with steam and flipped over to dry 
heat for glossy finish on cuffs and 
collar. Dial temperature selector; 
special steam safety guard. 


Shipments: In November. Electrical 
Merchandising, November, 1944 





FROSTINETTE Tubing 


The Adler Co., Harrison Ave. at Queen 
City, Cincinnati, 14, Ohio 


Device: 100% cotton knit tube fabric, 
4 inches wide, for packing meats pre- 
paratory to sharp freezing. Securely 
holds the moisture-proof wrapped 
meat, fish or fowl regardless of 
shape, preventing freezer burns de- 
hydration, etc. Available in 50 ft. 
rolls as illustrated; will also be 
available in large 25 Ib. bulk rolls, 
for use in locker plants. Electrical 
Merchandising, November, 1944 


v 





UNIVERSAL Irons 


Landers, Frary & Clark, New Britain, 
Conn. 


Models: Glider 0184 and Wrinkle 
Proof 0174 automatic irons. 


Selling Features: Glider 0184 has 
baked black lacquer top deck, white 
porcelain enameled cap and chrom- 
ium plated sole plate; features air- 
ports which protect hand from ris- 
ing heat; weighs 4 lIbs.; finger-tip 
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control heat adjustment for every 
fabric; solid heel rest; rounded sole- 
plate prevents wrinkling fabrics on 
backstroke; beveled point gets 
smoothly under buttons; Bakelite 
handle; 6 ft. permanently attached 
cord. 

Wrinkle Proof 0174 model has black 
baked lacquer top deck, black porce- 
lain enameled cap; Bower Barff heat 





treated sole plate; wrinkle proof 
round solid heel; beveled point; 
Bakelite handle. 


Shipments: Shipments now being made 
to Universal accounts on an allo- 
cation basis. Electrical Merchandis- 
ing, November, 1944 








PARAGON Worktable 


Paragon Utilities Corp., 50 Van Dam $t., 
Brooklyn, 22, N. Y. C. 


Device: New back splash on work- 
table unit of Paragon Packaged 
Kitchen line provides better align- 
ment when matched up with sink. 


Selling Features: Four inch __back- 
splash has been added without in- 
crease in price; other details remain 
the same: battleship linoleum tops, 
hydraulically welded on ? in seas- 
oned plywood; stainless steel binds; 
available in hardwood with triple 
coat of white enamel; tops available 
in red or black. Electrical Mer- 
chandising, November, 1944 


PARAGON Time Switch 


Paragon Electric Co., 39 W. Van Buren St., 
Chicago, 5, Ill. 


Device: Seven-day calendar dial time 
switch for timing automatic heat, 
ventilating, lighting. 


Selling Features: Equipped with 6 in. 
calendar dials which make one com- 
plete revolution every 7 days; dial 
trippers can be independently set for 
different daily on-and-off schedules; 
settings can be made in advance for 
an entire week—any days’ operations 
may be omitted entirely on a pre-set 
program. Each day is clearly sep- 
arated from other days—graduated 
into hours and half hours. Day and 
night distinctly separated. Opera- 
tions from on to off or from off to on 
can be set as close as 3 hrs. apart 
and can be separately adjusted thru- 
out each 24 hr. day in week. Elec- 
trical Merchandising, Nov., 1944 
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ail NEW COMPLETE RADIO TUBE 
aged 
i DATA B:OOQOK BY RAYTHEON 
nh s 
¥ 
yack- 
t in- 
main 
tops, 
seas- HE new complete data on tu‘s, including charac- one concerned in the repair and maintenance of radios 
inds; teristics, outlined drawings arf" basing diagrams of must have this ready reference book. 
triple all standard receiving tube tyg§'s; simplified inter- This manual is the first step in a tremendous mer- 
ilable change information including ov§ 1600 substitutions; chandising plan which will bring you better business. 
Mer- hearing aid tube data and techj'ical information re- This program teamed up with the superior, “Plus- 
garding radio panel lamps. All 4)‘is is included in the Extra” quality Raytheon Tubes, will assure you of 
new Raytheon Tube Data and S?*bstitution Chart pre- better customer goodwill, faster turnover and greater 
pared by the Technical Service Dey artment of Raytheon profits. 
h Manufacturing Company. , 
ath: The value of the technical inf}’tmation in this man- Raytheon Manufacturing Company 
, ual is inestimable and yet it m@ be obtained FREE RADIO RECEIVING TUBE DIVISION 
id from your Raytheon receiving tg‘ distributor, Every- Newton, Massachusetts * Los Angeles * New York * Chicago * Atlanta 
time 
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jules; Awarded Army-Navy **E" @ th Stars Wigle Fidelity 
RADIO AND ELECTRONIC TUBES 

MANUFACTURE OF TUBES FOR THE NEW ERA OF 
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ONLY KNAPP-MONARCH OFFERS YOU A COMPLETE LINE!<. 
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Tus book reveals the INSIDE 
STORY about SMITHway Per- 
maglas Electric Automatic Water 

> Heaters. It tells the complete 

facts about Permaglas...the 
permanently fused blue glass 
lining that keeps SMIFHway 

.| Water Heaters always free from 

rust... always sanitary... long 

enduring! It is a profit-builder 

...a good-will creator...a source 

of information about the out- 

standing quality advantages 
available only in SMITHway 

Water Heaters. Prepare now 

for sales by getting this inter- 

esting book! 





Have You Bought 
an Extra War Bond This Month? 


ELECTRIC 
WATER 
HEATERS 


A. O. Smith Corporation, Milwaukee 1, Wis. 


I'd like to get the “inside story” of Permaglas! Please 
send me a copy. 


ee 


Commemnny BORGIR, «660008 6s 00 ce cers cacedeascanccscoes sec 
I dein iat ath kes ip edad cnecatensctdeetnaenetis 





GALVIN ENGINEER HONORED—Donald Henry Mitchell, chief engineer of the 
Galvin Mfg. Corp., Chicago, receives coveted Chicago Tribune War Workers Award 
from Colonel Frank J. Schaal, deputy commanding officer of the Chicago signal depot, 
The award was made in recognition of Mitchell's contribution to the war effort by 
creating, in conjunction with the U. S. Army Signal Corps, the Motorola Handie-talkie, 
Witnessing the presentation ceremonies are: (left to right) Phil Hampson, assistant 
financial editor of the Chicago Tribune; Mitchell; Walter Stellner; Colonel Leland 
Stanford, signal officer of the sixth service command; Colonel Schaal; and Jack Davis, 


assistant chief engineer of Galvin. 





HAVE YOU HEARD... 








Puitco’s Rapio HALt or FAME re- 
turned to the air over the Blue Net- 
work on October 1 at 6 p.m. Paul 
Whiteman is again in charge of the 
music and Major Tom McKnight, 
who directed and produced two Army 
shows, “Command Performance” and 
“Mail Call”, has been signed as direc- 
tor. 


Stcurp E. ANbERSON, president of 
the New Monarch Machine & Stamp- 
ing Co., and a familiar figure at meet- 
ings of the American Washer and 
Ironer Manufacturers Association, died 
recently at his home in Des Moines. 


Tue Latest Marcu or Time film 
focusses attention on “Post-War 
Farms.” High spots of the flicker are 
scenes showing the farm of tomorrow 
—the modern kitchen, labor saving ap- 
pliances, increased production and im- 
proved living conditions which will 
result from the installation of electrical 
equipment. Much of film was taken 
on the great Seabrook Farms in south- 
ern New Jersey. 


C. M. “Cuer” Witcox is celebrating 
his 25th anniversary as president of the 
Wilcox-Gay Corp. The company 
started in a single room on September 
13, 1919. 


A NEW BOOKLET, “Electricity in 
Your Home Plans,” has been pub- 
lished by the Angelus Press, 1240 S. 
Main St., Los Angeles, Cal. The book- 
let explains in simple terms the story 
of adequate wiring and contains pic- 
tures and diagrams of every room in 
the home from a wiring and lighting 
standpoint. The booklet is available in 
quantities for distribution. 


LATEST TO JOIN THP RANKS Of appli- 
ance manufacturers house organs is 
the “Silex Review”, devoted to doings 
around the Silex Co. plant. 


Louis B. GAWAN, at one time di- 
rector of the Lighting Service Bureau 
of the Electrical League of Utah, has 


established a private service as elec- 
trical consulting engineer to arch- 
itects and industrial firms in the Salt 
Lake City area. 


THE FIRST HELICOPTER to be built by 
Nash-Kelvinator Corp. for the Army- 
Air Forces has completed test flights 
over Detroit marking the successful 
application of automotive assembly 
line techniques of mass production to 
the manufacture of this new type of 
aircraft, according to George W. 
Mason, president. Nash-Kelvinator 
also build 2,000 hp. Pratt & Whitney 
engines, Hamilton Standard propellers 
and parts for many other war devices. 


THE FALL NEWSPAPER and _ outdoor 
advertising campaign of Norge divis- 
ion of Borg-Warner will focus con- 
sumer attention on its distributors and 
dealers throughout the nation, accord- 
ing to vice-president Glenn O’Harra. 


ConsoLipATED INpustRIES, INC, 
manufacturers of Winter stokers, are 
moving to their temporary plant at 
North Sixth St., Lafayette, Ind., ac- 
cording to W. T. Winter, president. 


AsHTON STEVENS, doyen of the 
theater critics in Chicago, writes thai 
theater folks are powerfully scared of 
what television is going to do to show 
business. What the motion picture did 
to the stage isn’t a marker to what 
television is going to do not only t 
the stage but to the movies they tel 
Stevens. A_ television secret—that 
Ashton Stevens has picked up— is # 
the effect that movies czar Will Hayes 
whispered that it has just been whis 
pered to him by an old friend, Walte 
Sherman Gifford, president of Amer! 
can Telephone & Telegraph thu 
Tel. & Tel. had ea: marked $100 millios 
to be spent on television. 


Barney G. Kricn, secretary “ 
Krich-Radisco, Inc., New Jerse! 
wholesale distributors for radio, tele 
vision and major appliances, was pt 
moted recently to the rank of Majo 
Major Krich is now serving in th 
Transportation Corps as chief of t 
Port Supply Branch at the Hampto 
Roads Port of Embarkation, Newpo" 
News, Va. 
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Radio merchants who identify themselves with Olympic 
... will get off to a FAST post-war START. When time 
counts most... they will enjoy intimate support from a 
flexible, fast-moving factory organization... that has 
carried out 37 diverse Army and Navy assignments— 
and never once been late. The sheer variety of Hamil- 


Oly 


RADIO & 





DIVISION OF HAMILTON RADIO CORPORATION « 510 SIXTH AVE., NEW YORK 11, N.Y. 
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ton’s work in war-time radio and RADAR... paves the 
way to rapid, sure-footed RE-conversion. Like flicking 
a switch, Olympic war-taught betterments will be 
ready in dependable volume. Olympic Radio & 
Television, (Division of Hamilton Radio Corporation), 
510 Sixth Avenue, New York 11, N. Y. 
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A popular streamlined self-starting 
electric Tambour, 19°’ long. Case of se- 
lected figured walnut with inlaid burl 
walnut on each side. Beautiful hand 
rubbed finish, silver plated dial, gold 
plated sash. Available after the war. 


MODEL ST-320 








PoRTLAND, OREGON is soon to haye 
a Merchandise Center modeled after 
the Merchandise Marts of San Frap. 
cisco, Chicago and New York. The 
building is a three story one recently 
purchased by a group of men for this 
purpose and is now undergoing 
remodeling to provide space for 
grouped merchandise displays. The 
building, which contains approximately 
20,000 sq. ft. is to have an entrance 
marquee, air conditioning of a portion 
of the building, venetian blinds and a 
modern glass-brick front. 


Haroip M. Boreman, sales manager 
since 1932 for the Apollo Distributing 
Co., Newark, New Jersey, distributor 
for The Crosley Corp., has resumed his 
former duties with the Apollo firm 
following a leave of absence since 
shortly after: Pearl Harbor to enlist 
in the U. S. Army Signal Corps. 


Henry W. Man ty, 70, former man- 
ager of the appliance department of the 
Buffalo General Electric Co., Buffalo, 
died recently. He joined Buffalo Gen. 
eral Electric in 1913, retiring in 1940, 


THe Gatvin Mrc. Corp., Chicago, 
makers of Motorola radios, handie- 
talkies, walkie-talkies, and other radar- 
radio equipment for the armed forces, 
was one of the recipients of the Certifi- 
cate of Achievement awarded to the 
Radar-Radio Industries of Chicago by 
the Navy Department recently. 


MANAGEMENT AND EMPLOYEES Oj 
Toastmaster Division of McGran 
Electric Co. were advised by the Navy 
Department recently that a second star 
had been awarded to their Army-Navy 
“E” flag symbolic of continued excel- 
lence in the production of Navy ort- 
nance material vital to victory. This 
is the first of Elgin’s industries to fh 
the Army-Navy “E” pennant with two 
white stars. 


Tue WASHINGTON WaAtTER Pow 
Co. having brought out the unused 
appliances from the closets and shelves 
of housewives in its territory, closed its 
Trading Post on July 21. The records 
show that 1,210 appliances were soli 
over its counters, totaling $6,147.20. 


ON BEHALF OF THE MEN and women 
of Sentinel Radio Corp., Ernest Al 
schuler, president, received the Army- 
Navy “E” Award at a public ceremony 
Tuesday, October 3rd in Evanston 
The presentation provided formal pub- 
lic recognition of the employees’ out: 
standing excellence in production 0 
military radio equipment, and was the 
occasion for distributing the “E” pins 


A REGION-WIDE SURVEY of post-Wa' 
home appliance needs has been under 
taken by the dealer division of tht 
Rocky Mountain Electrical League 
The survey is designed not only to dis 
close what the women of the Rocky 
Mountain area want and need mos 
among electrical devices, but to 
sure their getting it when producti! 
is again resumed, by making suf 
through dealers and distributors, thé 
manufacturers will not discriminate ™ 
favor of more populated areas. 


APPROVAL OF A. “SPOT AUTHORIZA 
TION” for the Air-Way Electric App 
ance Co. of Toledo to produce 2 
domestic electric vacuum cleaners du" 
ing the fourth quarter was announce 
recently by the Toledo District off 
of the War Production Board. 
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SURE OF THE 
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frigerating unit lies the 
“inside value” of the refrig- 
equipment you sell. So, for 
g performance, and the cus- 
‘ satisfaction that goes with it, 
sure the refrigerating unit is 
Purpose Engineered” by Uni- 
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For nearly a quarter century, Universal Cooler refrigerating condensing units 
have set the pace in advanced refrigeration developments . . . commercial 
and domestic. Low maintenance cost and freedom from service worries — 
factors that increase repeat business and profits for you as a dealer — are 
built-in features of these dependable units. Newly efficient and compact units 


(Ye to 20 H.P.) are proving to equipment manufacturers that it's dollar-wise to 


“SPECIFY Universal Cooler” 


In fact, Universal Cooler Field Engineers, with complete test-research facilities 





on call, are working closely with leading fixture manufacturers in solving 


refrigeration problems. For further information and news on refrigeration's 





UNIVERSAL COOLER CORPORATION 
11 JOSEPH STREET © MARION, OHIO 


future, mail the coupon below today. 


Gentlemen: I'm interested in seeing your new booklet, 
“Controlled Approach to a Business Boom:' Please send 
me a free copy at once. 
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UNIVERSAL COOLER CORPORATION -* Gutomatic Refrigenation amcr 1922 

CITY STATE 
MARION, OHIO «© BRANTFORD, ONTARIO 
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“So post-war buyers will 
know the brands | sell’ 


Said the local merchant, looking toward post- 
war sales: “I intend to make it easy for people in 
my community to know me as an authorized 
dealer of the brands I stock. 


“So I’m arranging now to list my business 
under the trade marks of these brands in the 
Classified section of my local telephone book.” 

Identification of your business in the Classi- 
fied with the brands you sell will attract your 
share of sales and service stimulated by the 


manufacturers’ advertising. 


To “Look it up in the Classified” is a uni- 
versal habit when people intend to buy, or 
want service. That’s because people find the 
book so helpful and convenient—it is avail- 
able everywhere—in their homes, offices and 
at public telephone booths. . 


Why not include the Classified in your post- 
war plans? Just call the Business 
Office of the telephone company 
and ask for a Directory Repre- 
sentative. 





CLASSIFIED TELEPHONE DIRECTORY 
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Florence Stove 
Buys Cavalier 
Range Business 


Florence Stove Co. Gardner, 
Mass., has purchased the entire elec- 
tric range and gas range business of 
Cavalier Corp., Chattanooga, Tenn., 
according to a recent announcement 
made jointly by President R. L. Fowler 
of Florence Stove and R. T. Frazier, 
vice-president of Cavalier. 

Florence has acquired all rights, 
title, and interest in tools and designs 
for these ranges and the patents in 
Cavalier exclusive features. Also, as 
a part of the transaction, Florence 
Stove will supply repair parts for 
Cavalier ranges now in use, subject to 
restrictions of war regulations. 

President Fowler of Florence said, 
“This is another move in the Florence 
plan of postwar expansion in the cook- 
ing and heating fields. We feel that 
we have been fortunate in acquiring 
the range business of such a well- 
regarded and long-established firm as 
Cavalier, and we know that this addi- 
tion will aid materially in rounding 
out Florence’s complete line of ranges 
for post-war-gas, LP-gas, electric, 
combination, and oil.” 

According to vice-president Frazier, 
Cavalier has withdrawn from the range 
field in order to give all of its attention 
to its furnture lines and metal-working 
businesses. 


Wire Recorder 


Planned for S-C 
Post-war Radios 


Plans to include a wire recording 
device in the Stromberg-Carlson Co’s 
post-war home radio receiver were 
formulated recently by officials of the 
company. An announcement by Dr. 
Ray H. Manson, vice-president and 
general manager, disclosed that com- 
pany representatives had signed a con- 
tract with the Armour Research 
Foundation, holders of the patents cov- 
ering the device, for its use in con- 
nection with future company opera- 
tions in the radio-telephone fields. The 
local company is one of the first 
American companies licensed to pro- 
duce and use the wire recorder, Dr. 
Manson said. 

The wire recorder does not require 
that it be mechanically connected to the 
phonograph attachments of present 
broadcast receivers. A magazine con- 
taining recordings of several hours 
of fine music could be inserted in the 
instrument and all or any portion of the 
magazine could be reproduced as de- 
sired directly through the radio loud- 
speaker. Also a magazine of “blank” 
wire can be used to make home record- 
ings through the customary home re- 
cording microphone or from the pro- 
gram being picked up by the home 
radio set. 

Dr. Manson went on to say that “a 
number of major problems remain to 
be solved in utilizing the wire recorder 
to its fullest degree of efficiency in re- 
cording and reproducing the high 
fidelity sounds which constitute the 
chief challenge to the radio engineer 
in connection with the reproduction 
of music. The necessary additional re- 
search will take considerable time s0 
that it is not expected that this equip- 
ment will be included much before the 
second or third phase in the company’s 
tentative plans for post-war radio pro- 
duction.” 
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rch OU can’t blame a fellow for We're getting a lot of mighty wel- This same condition exists in 
oes letting his enthusiasm enlarge come news from overseas. We’ve many large plants. 

on- harmlessly reports that are pleas- had some welcome news from the We’re sure you put winning the 
rhe ing to him. Sure, the fish that got War Production Board, permitting war above all else—as we do here 
erst away is always a bigone. Hunting the manufacture of alimited num- at L&H. So let’s all try to make 
or 0- trips are always more pleasurable _ ber of gas and electric ranges — the housewives of America under- 
Oe. as they are re-lived. where it will not interfere with war stand why civilian goods can’t be 
ive And so it is with good news! work! Yes, there will be some rushed on the market — and ask 
the ranges and stoves made — but un- them, too, to be patient. As the 
a 7 fortunately not nearly so many as_ manufacture of civilian goods in- 
ours most people want to believe and_ creases, L& H will produce its 
_ the are actually expecting. Here at share. We’re on the road to Vic- 
~ L & H, war production comes tory! Let’s do all we can to 
aert first — and it will as long speed the day when our 
aol as we have a war to win. boys come marching home. 
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Lan L&H PRODUCTION IS NOW DEVOTED | Some, 

TO MAKING THESE WAR GOODS: 
“ Pins for tank tracks; anti-aircraft shells; elec cron A. 5. LINDEMANN & HOVER SON co. 
at “a trical control cabinets; containers for bomb put Since z 875 
in to parachutes; cartridge belt webbing; assembly 
of air compressors on U.S. army trucks; steel MILWAUKEE, WISCONSIN 

order \ for truck tools and parts; Radar parts. 
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_ TELECHRON 
~ ALARM CLOCKS 


are BACK g AGAIN 


MERE’S THE TELECHRON ALARM CLOCK WE’RE MAKING 
A self-starting, synchronous Telechron motor — sealed in oil for 499 


silence and long life — drives this handsome Telechron Alarm. Case 
is plastic in ivory color. 4” high. An alarm clock of traditional 
Telechron quality and dependability to sell for . en ae 


A recent WPB survey showed that 12% million American families 
need and want alarm clocks. 


To help you meet this vast demand for accurate, dependable 
alarm clocks, we are now making the Telechron Alarm Clock 
shown here. 


Production of these much-needed timekeepers is not interfering 
with Telechron’s precision war work, as they are being made in 
our plants in non-critical labor areas. 


In these plants we are ready to turn out more alarm clocks 
than we made in pre-war days. But, of course, that won't be near 
enough to meet the tremendous pent-up demand. Your Telechron 
distributor can tell you how many of these Telechron Alarm Clocks 
will be available and when you can expect them. Write him today. 


This Telechron Alarm Clock is the forerunner of a full line of 
self-starting Telechrons that we'll soon be making. They will be 
styled to sell, priced for profit. Built for trouble-free service and 
long life, they’ll build business for you. Save a place in your store 
for the clocks made by the “Makers of Modern Time.” 


Telechwon ELECTRIC CLOCKS 


REG, U. S. PAT. OFF, 





WARREN TELECHRON COMPANY, 
ASHLAND, MASSACHUSETTS 
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FIRST OFF THE LINE—The first Sunbeam "lronmaster" off the assembly line since 
the spring of 1942 is inspected by B. A. Graham, president of the Chicago Flexible 
Shaft Co., and foreman Tom Clegg at the companys new branch plant at Westville, Ill, 


Hamilton Creates 
Olympic Division 


Percy L. Schoenen, vice-president 
of Hamilton Radio Corp., New York, 
has announced the organization of 
“Olympic Radio and Television” as a 
separate operating division in which 
will be concentrated all of the market- 
ing, advertising and sales promotional 
activities relating to the corporation’s 
“Olympic” line of household radio re- 
ceivers and radio-phonograph com- 
binations. This move involves no 
change in ownership or management. 
Its primary purpose is to identify the 
Olympic trademark with the products 
of the company’s marketing and manu- 
facturing divisions. 

Heading up the “Olympic” division 
is Jack F. Crossin, until recently with 
Crosley Corp. and previously, for many 
years, eastern regional sales man- 
ager for Nash-Kelvinator. 





JACK F. CROSSIN 


Plans for nationwide distribution, 
now being completed, include a com- 
prehensive program of national, local 
cooperative, trade paper, billboard and 
spot radio advertising, For the past 
four years, Mr. Crossin has been on 
the executive staff of The Crosley 
Corp., Cincinnati, first as manager of 
the Electric Refrigerator Div., and 
since Jan. 1942, as head of the Wash- 
ington office. For 10 previous years, 
Mr. Crossin was Eastern regional 
sales manager, with headquarters in 
New York, for Kelvinator. During 
1924 to 1929 he was associated with 
G. A. “Dick” Richards (owner of 


radio stations WJR—Detroit and 
WGAR—Cleveland, and founder of 
“Transitone” Automobile Radio Corp.) 
as general sales manager of the Rich- 
ards-Oakland Co., Detroit, Mich, 
Oakland-Pontiac distributors. 


Associated Products Co, 
To Make Electric Ranges 


The Associated Products Co., Inc, 
275 West Market St., Akron, Ohio, 
has announced the opening of a new 
and completely equipped manufactur- 
ing plant at 20-22-24 Ontario St., To- 
ledo, Ohio. 

The new factory will manufacture 
a complete line of commercial electric 
cooking equipment. Designs which em- 
body many modern features and ad- 
vanced engineering were completed 
some time ago at the upper Sandusky 
Plant. The company has been en- 
gaged in manufacturing galley ranges 
for the armed forces. 

In addition to the commercial line 
the company will produce a new do- 


,mestic range in three models, with 


innovations in mechanical design and 
surface styling. A cold storage freez- 
ing cabinet and a new electric water 
heater will be added to the line. 


Pierson Heads Production 


Charles A. Pierson, formerly presi- 
dent, and a founder of the Standard 
Electric Range Co. has been named 
manager of production. John Ray- 
mond, president, has been affiliated 
with appliance manufacturing and sales 
activity for the past ten years. 

One of the innovations Associated 
Products Co. announces is an electric 
range that can be completely serviced 
from the front, thereby making it ut- 
necessary to move any equipment after 
installation, 

The commercial line will include 
electric ranges, broiler shelves, uten- 
sil high shelves, baking and roasting 
ovens, griddles, food warmers, kitch 
enette ranges, small pantry or galley 
ranges, hot plates, spacer sections, am 
several optional cooking top combina- 
tions. 

Definite plans for distribution of 
the Associated Products Co. will be 
announced in the near future. 
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“Oh—hello, Mr. Curtis... My 
husband went over to Sommer’s to 
get some seeds. He’ll-be back in an 
hour . . . Say—would you mind 
running me down to the church, 
and maybe help us out? I’m on the 
decoration committee. The painter 
has put on an awful color. He’ll 
probably listen to you! . . .” 

The SF editor, not versed in 
ecclesiastical decor, with six farms 
to see today, groans inwardly and 
obliges. He meets the new pastor, 
listens to the agitated committee 
and painter; tentatively suggests 
lampblack, linseed oil and drier as 
a second coat to subdue the bright 
first coat to a suitable shade; leaves 
everybody feeling better . . . drives 
Mrs. Jones home. He queries Mr. 
Jones on the new type heater in the 
brooder house, admires an impro- 
vised feed conveyor, is consulted 
on fertilizer formulas—and then 
simply must stay to lunch!... 
Eleven p.m. finds him leaving his 
fourth farm, and a hundred miles 
from home! 


For more than four decades, 
the SuccEssFUL FARMING men—and 
women—have called on Midwest 
farm families . . .Once nnwanted 
evangels tainted with theory, they 
struggled against skepticism and 
inertia, acted asaide of the first farm 
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“Ma, the SF man is here again...” 


agencies, counselled cooperation. 
Today they come as friends in the 
common interest of better farming, 
better living. The children of the 
earlyskeptics open their farms, their 
hearts and their books to them. 

Their forty year crusade shows 
in farms bearing many crops, no 
longer corn from rail to rail; better 
livestock, better kept; better barns, 
houses, equipment, arrangements; 
truck patches instead of tin can 
piles; conveniences and comforts; 
bank balances, risen tax receipts... 
in achievement, in satisfaction in 
farm work and farm life. 


Anp four decades of a job well 
done is evident in the influence 
SUCCESSFUL FARMING has earned... 
with 42% of the farmers in the 
thirteen Heart states, New York 
and Pennsylvania . . . farmers with 
the largest investment, yield and 
incomes, the largest margin over 
expense, the best prospect groupfor 
replacements, new appliances and 
electrically operated machinery. 
Major medium to new volume and 
profits well worth the serious con- 
sideration of every sales-conscious 
electrical manufacturer... Ask for 
supporting, and surprising, data... 
SUCCESSFUL FARMING, Des Moines, 
New York, Chicago, Atlanta, 
San Francisco, Los Angeles, 
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TOMORROW'S KITCHEN 
WILL BE A BETTER KITCHEN 
IF EQUIPPED WITH 


ROUND OAK APPLIANCES 











BUY ANOTHER WAR BOND TODAY! 











ROUND OAK 


HEATING EQUIPMENT hice 
(5) KITCHEN APPLIANCES 


ROUND OAK COMPANY + DOWAGIAC, MICHIGAN 
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Recently opening at Price, Utah, the Blackburn Radio Service is the only repair shop 


in this wide trading area of three southeastern counties. 


Rulon D. Blackburn, shown 


here in his shop, for past three years serviced Radio Studios in Salt Lake City. 





NEW DEALERS 





MONTROSE, Colo.—Harry Pons- 
ford, formerly a salesman with the 
Kurtz Wholesale Hardware Co. in 
Grand Junction, Colo, has opened a 
new store in Montrose, Colo. under the 
name of the Montrose Farm, Home 
and Auto Supply Co. He expects to 
stock a complete line of electrical ap- 
pliances and supplies after the war. 


MIAMI, FLA.—A charter has been 
issued to Gills, Inc., Miami, radio re- 
pair, 50 shares, no par value; directors 
E. Katz, Isabel Tefft, N. N. Blakley. 


BURLINGTON, N. C.—Certificates 
of incorporation have been filed in for 
Alamance Electric Supply Co., Inc., 
principal office Burlington, to do a 
general wholesale and retail business 
in electrical appliances. Authorized 
capital stock $100,000, subscribed stock 
$300 by W. W. Sellers, W. B. Sanders 
and R. S. Wilson, all of Burlington. 


LYNBROOK, L. I. N. Y.—Certifi- 
cates of incorporation have been filed 
by Atlantic Radio and Appliance Co., 
Inc., Lynbrook, for a general radio and 
home appliance business; 100 shares, 
no par value. Three shares were sub- 
scribed by Max Sternstein, Yona Sy- 
ernstein, Merrick, L. I., and Taley M. 
Gallucci, 16 Soper Ave., Baldwin, L. I. 


SUFFOLK, Va.—General Sales Co., 
Inc., Suffolk, Va., has been incorpor- 
ated by the Virginia State Corporation 
Commission to deal in electrical ma- 
chinery, appliances and equipment. 
Maximum capital is $15,000 and 
Hiram C. Thornton is president. 


VANCOUVER, B. C.—Incorporation 
papers of Chas. E. Longley Co., Ltd. 
show their capitalization as $10,000. 
The firm has registered offices at 319 
Seymour St., and will carry on busi- 
ness as electrical contractors. 


GREER, S. C.—A charter has been 
granted the Mutual Sales Co., Greer, 
S. C., to sell and service electrical ap- 
pliances and equipment. The company 
is capitalized at $55,000. Officers listed 
include H. E. Jones, president; C. J. 
Riddle, Jr., vice-president ; H. P. Grif- 
fin, secretary and assistant treasurer; 
W. F. Davis, treasurer. 


RALEIGH, N. C.—Certificate of in- 
corporation has been filed by Carolina 
Radio Equipment Co., with principal 
offices in Raleigh, N. C., to engage in 
general business in any and all lines. 


NOVEMBER, 


Authorized capital stock $100,000. 
Subscribed stock $300 by W. J. Speed, 
S. H. Brown and R. O. Howard, all of 
Raleigh. 


BROOKLYN, N. Y.—Kalrob Corp., 
Brooklyn, N. Y. has been chartered 
with $150,000 capital in $100 shares, 
three shares subscribed, to deal in elec- 
trical devices. Samuel Stern, Milton 
A. Teplin, Alfred Lynford, 261 Broad- 
way, N. Y. C., are directors and sub- 
scribers. 


GREENSBORO N. C.—Certificates 
of incorporation were recently filed by 
Southern Electronics Inc., with prin- 
cipal office in Greensboro, to deal in 
electrical appliances. The authorized 
capital stock was $50,000, subscribed 
stock $1,500 by Loren B. Harrell, Past 
Point, Ga., Thomas W. Adams, Roa- 
noke Rapids, and Stewart N. Atche- 
son, Atlanta, Ga. 


JACKSONVILLE, Fla. — Florida’s 
secretary of State has issued a charter 
to Acme Corp., Jacksonville, to dis- 
tribute refrigerators for 50 shares, $100 
par value. E. Frank Craven, Frank R. 
Hughes and Charles W. Hughes are 
directors. 


HOLLYWOOD, Fla.—The following 
Florida charter has been issued: Hop- 
kins-McFarlane, Inc., Hollywood, 
electrical appliances, 500 shares, $50 
par value. Directors: J. R. Hopkins, 
Elizabeth S. Hopkins, G. E. McFar- 
lane. 


LIBBY, Mont.—A new repair and ser- 
vice shop has been opened in Libby, 
Montana, by Walter E. Partlow under 
the name of the Partlow Electric Co. 
He plans to carry a complete line of 
electrical appliances. 


ST. PETERSBURG, FLA. — The 
Adams Radio Service opened recently 
at 928 Fourth St., North, under the 
management of C. W. Adams, form- 
erly associated with Adams and Fritz. 
Mr. Adams will operate a radio sales 
room as well as a repair service. 


JAMESTOWN, N. Y.—M. A. Law- 
son, refrigeration engineer, recently 
announced the opening of display 
rooms at 431 E. Third St., James- 
town, N. Y. and at 209 S. First Ave. 
Corry, Pa., where essential users will 
find a complete stock of all parts and 
refrigerants for all commercial refrig- 
eration, and repairs on farm milk cool- 
ers and dairy equipment. Food freez- 
ers are also available from 300 to 2000 
lb. capacity. 


1944—ELECTRICAL MERCHANDISING 

















ELE 










































ve k d sold...thes 
You ve known... and sold... .these 
lectri Wash 
famous Electric Home Washers... 
ALL feature the modern 
ECLIPSE PLASTIC AGITATOR 
SERBRRRR RRR BSESERSEERREREESS SSGSSeeeeseeeees SERERERREREEREES 
shop 
jown 
000. 
eed, 
ll of 
orp., BRRLOW & SEELIG ELECTRIC WAS eR! 
ered - 
ares, 
elec- 
ilton 
oad- 
sub- 
cates 
d by 
prin- 
al in 
rized 
ribed 
Past 
Roa- ; 
onl BENDIX BLACKSTONE 
rida’s 
arter 
dis- 
$100 
nk R. 
Ss are 
wing 
Hop- 
wood, 
by $50 
pkins, 
cFar 
t r 
HOLLAND-RIEGER 
d sef- 
Libby, 
under 
ic Co. 
ine of > Thousands of happy housewives have proved the superior benefits of NOTE: By continuing Research and Develop- 
Eclipse Plastic Agitators ... The Eclipse Plastic Agitator is easier on clothes. ment Eclipse has evolved great improvements 
_ The : : : on Plastic Agitators — Enlarged production 
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When peace comes... 


it will be Grand 


According to a survey made by a 
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leading appliance trade paper, GAS 
RANGES rank with the leaders in 
appliance sales. First, as you might 
expect, come Radios, Electric Refrig- 


erators . and then Gas Ranges. 


Gas Range sales, averaged over seven 
pre-war years, amounted to $153,- 
000,000. . 
how much higher they may go in the 


. and there’s no knowing 


first postwar year. GRAND stands 
ready to help you get your share of 
this important business . . . and to help 
you start right now to lay a sound 


foundation with sales today 


GAS RANGES 


GRAND HOME APPLIANCE COMPANY « CLEVELAND, OHIO 





NEW DEALERS 





HAMPTON, Va.—Sealey and 
Sons, Inc., Hampton, Va., (maximum 
capital $40,000) has been incorporated 
to manufacture and deal in all kinds 
of electric refrigeration, electric ice 
boxes, washing machines and other 
electrical accessories. B. R. Sealey, 
RFD Hampton, Va., is the president. 


SUMMERVILLE, Ga.—B. W. Far- 
rar, Oscar Fletcher and A. B. Burn- 
ham have organized the Summerville 
Supply Co. and are doing business at 
107 Commerce St. They plan to furn- 
ish all equipment necessary for home 
building as well as doing plumbing and 
electrical work. 

SALT LAKE CITY, Utah—Walter 
B. Lloyd Co., is the newest electrical 
appliance dealer in Salt Lake City. 
Located at 307 South 4th East, and 





Newest appliance dealer in Salt Lake 
City is the Walter B. Lloyd Co., now 
engaged in general commercial refrig- 
eration sales and installations. Here, 
| to r, Frank Warner, serviceman, consults 
with W. B. Lloyd, president, and V. A. 
Smith, partner in the business. 


owned and operated by Walter B. 
Lloyd, former commercial sales man- 
ager of W. H. Bintz Co., and V. A. 
Smith, former district manager for 
CIT Corp. Frank Warner will assist 
them in repair and installations. 


MOBILE, Ala.—H. L. Delaney, for 
several years manager of Quigley’s 
home appliance division, has opened 
his own business under the name of 
Delaney’s at 756 Government St., as 
dealer for Philco radios, Bendix home 
laundries, Maytag washers, Philco- 
York air conditioners. Frigidaire re- 
frigerators, ranges and water heaters. 


SAVANNAH, Ga.—Fred L. Wil- 
liams, refrigeration engineer, recently 
organized the Fred L. Williams Co., 
817 E. 36th St., specializing in re- 
frigeration and oil burner repairs and 
service and in low temperature insula- 
tion. 


SUFFOLK, VA.—General Sales Co., 
Inc., Suffolk, Va., received a charter 
of incorporation recently—maximum 
capital, $15,000—to deal in electrical 
machinery, appliances and equipment, 


automobiles, accessories and equipment. 


Hiram C. Thornton is the president. 


EVANSVILLE, IND.—Budlock Re- 
frigeration Supply Co., specializing in 
refrigeration and air conditioning sup- 
plies and equipment opened for busi- 
ness the early part of October, at 16 
Northwest First St. Business will be 


carried on with firms engaged in re- 
frigeration and refrigeration service 
engineers on a wholesale basis. Parts 
for all makes of refrigerators will be 
available. Miss Rosebud Hoffman is 
president; Ian F. Lockhart, vice-presi- 
dent; and Joe Fromme, manager. 


RALEIGH, N. C.—Certificates of in- 
corporation were filed recently by the 
Record Shop, Inc., Raleigh, N. C., to 
engage in a general wholesale and re- 
tail business. Authorized capital stock, 
$100,000, subscribed stock $300 by M. 
B. Morgan, L. H. Sorrell, and R. O. 
Howard, all of Raleigh. 


STATESVILLE, N. C.—Auto Parts 
and Electric Co., of Statesville, N. C. 
were recently incorporated with an 
authorized capital stock of $100,000 to 
generally deal in a wholesale busiuess 
for automotive parts. $40,000 stock 
was subscribed by R. H. Reavis, E. P. 
Reavis, W. H. Plagman, all of States- 
ville. 


WELLSVILLE, N. Y.—Gibson Ap- 
pliance Co., Inc., Wellsville, N. Y. 
were recently incorporated to deal in 
refrigerators, radios, washing ma- 
chines, etc.; capital $100 in $100 
shares, 30 shares subscribed by C. Mat 
Burrous, Norman C. Chapman, Gene- 
see, Penna.; and Don Gibson of Wells- 
ville, N. Y. 


PORTLAND, ORE—The Eastern 
Electric Co., opened for business re- 
cently at 122 S.W. Yamhill St., Port- 
iand, headed by H. I. and B. D. Itkin. 


HOUSTON, TEXAS—David A. 
Starr, owner of the United Appliance 
Co., has purchased property at 1913 
Washington Ave., for $10,000 cash. 
Mr. Starr will operate the United Ap- 
pliance Co. in conjunction with the 
Standard Mercantile. United Appli- 
ance sells and repairs washing 
machines, with main offices in Minne- 
apolis, Minn. 


JONESBORO, ARK.—A new store 
was opened in Jonesboro, Arkansas, re- 
cently by the Firestone Home and 
Auto Supplies. Owned by O. W. and 
A. L. McFall, the store is located at 
400 Main St. L. E. Allen is manager. 
A complete line of home and auto 
supplies and other accessories will be 
featured. 


LAURINBURG, N. C.—New certif- 
cates of incorporation were recently 
filed by Scotland Electric Appliances, 
of Laurinburg, to generally deal in 
electric appliances; authorized capital 
stock $100,000, subscribed stock $300 
by C. S. McArthur, Morrison Me 
Laurin, Sarah Frances McLaurin, all 
of Laurinburg. 


DALLAS, TEXAS—A charter was 
recently issued to North Dallas House- 
hold Appliances, Inc., Dallas, Texas, 
to merchandise electrical appliances. 
Capital stock $5,000; incorporators: 
Edward F. Ellis, M. D. Bobbitt and 
Rk. G. Carter. 


TOLEDO, OHIO—Liberty Electric 
Co., Inc., Cleveland, has been char- 
tered with authorized capital of 250 no 
par value common stock. Incorpora- 
tors are Leo Moss, Barney Lertzman 
and Charles S. Gold. 
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Who laid 
the egg? 





NOT THE ADVERTISING MANAGER! 


F top management’s selling strategy doesn’t 
include the farm market ... an egg has been 


laid... but don’t blame the advertising manager. 


He knows that farm income is the greatest 
in history. ..that farm mortgage indebtedness 
is being reduced tremendously ... that farmers 
are buying war bonds at a merry clip... that 
farmers will keep the wheels of industry turning 
because they are in a position to buy... now 


and post-war. 


He knows, too, that He Golden Crescent 


(Michigan, Ohio, Pennsylvania) represents one of 
the most lucrative segments of this “able-to-buy” 
market. Diversification of crops, plus the 

fact these farmers have the immense advan- 
tage of living right in the middle of their 
great farm-product-consuming population... 
gives the farmers of these three states a year 
‘round income. One crop failure does not 


mean a year of poverty. 


Because the editors of the Ohio Farmer, 


Michigan Farmer, and Pennsylvania Farmer 
ELECTRICAL MERCHANDISING—NOVEMBER, 1944 


enjoy the confidence of the farmers of their 
states, the advertising pages of these publi- 
cations are a direct line of communication to 
the hearts as well as the minds of the farm 


folks of the Golden Crescent. 












The Golden Crescent 


RURALLY RICH 
POLITICALLY POWERFUL 





OHIO FARMER 
MICHIGAN FARMER 
PENNSYLVANIA FARMER 
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iF half the time that’s spent waiting for a customer 
to make up her mind were saved and put to use— 
no telling how much difference there’d be in your 
net profit! 


Wei, there’s one little nudge that does push a cus- 
tomer toward final selection. It’s the Good House- 
keeping Guaranty Seal! 


When a woman wavers uncertainly before several 
articles, chances are she’s looking for some evi- 
dence of hidden value. And the Good Housekeeping 
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~ % Oh, for 
that 
little nudge! 


we give this seal to no one — 
the product that has it, earns it. 


Housekeeping 


Seal provides just such evidence. 


/ look to this seal to answer many questions 
they can’t settle for themselves. 


= of thoughtful effort—hundreds of thousands 
of dollars—have been spent to establish confidence 
in the Good Housekeeping Seal. 


Mitions of women have faith in this seal—millions 
have got into the habit of acting on that faith, be- 
cause they know... 


< <cwent OR 4 REFUND > 
= Foca’ by © 
Good Housekeeping 


Wop, FOEFECTIVE OR owe 
74S apvenristo WEES 






The Homemakers’ Bureau of Standards 
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Here follows a random selection of facts from the Ritten- 
house Survey (Part 3). As they build up, a new picture of 
the future of the electric door chime business takes shape. 
Under aggressive Rittenhouse leadership, it is going to be 


EXCERPT 1 
What percentage of leading retail outlets in the electrical appliance 
field expects to sell chimes as soon as available? The response to this 
figuratively was a tremendous roar—98.6% said yes. 


EXCERPT 2 
What are the five outstanding points which show up as salient musts 
for promotion of chime sales, as designated by retailing opinion? 


*Better tone—style—quality . . . . 42.3% 
*More attractively designed display boards 22.3% 
‘Firm price policy . . . . . . . 22.3% 
*More and better advertising and sales pro- 
ie. ne es 
*Fase of installation—mechanical improve- 
ment—simplified repair service . . . 30.7% 


*Rittenhouse will have all five. 


EXCERPT 3 
Are retailers sufficiently interested to put definite action back of 
electric door chimes? The return on this is significant—47.8% will 


MEMhOuwsé 


PART 3 


Ligh spots from the Dealer SUTUCY 


an exciting and a most profitable part of your postwar 
selling program. 

' How closely does your thinking mesh with the following 
facts culled from nation-wide retail opinion? 


engage in special chimes promotions; 58% will provide for special 
floor displays. 
EXCERPT 4 

What percentage of those interviewed consider chimes of such im- 
portance to their sales program as to warrant special sales courses 
for floor personnel? The reply shows definitely that chimes loom 
large in postwar selling, for 81% answered with a vehement affirma- 
tive to this question. 
Rittenhouse expresses its gratitude to the retailers of the 
nation who studied the problem and who gave of their time 
that the facts which comprise Part 3 of the Survey could 
be compiled. Shortly they will be collected in a concise 
digest, available to all interested. 

Next comes Part 4— the introduction to a national con- 

sumer study of electric door chimes... a presentation of 


the distilled opinion of 77 million people, on this subject. 
Watch for it. 


THE A. E, RITTENHOUSE COMPANY, INC. 
Honeoye Falls, New York 


TOMORROW'S BETTER pooR CHIMES 
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SIGN SPEED QUEEN FRANCHISE—Barlow & Seelig Mfg. Co., builders of Speed 
Queen washers and ironers, have appointed United Distributors, Inc., Cambridge, 
Mass., as distributors for eastern Massachusetts and southern New Hampshire. Wit. 
nessing the signing of the Speed Queen distributor franchise by J. B. Zumwait, Sr., vice 
president of United Distributors, are (left to right) T. A. Barry, Barlow & Seelig’s 
New England sales representative, Nicholas Mercurio, assistant treasurer and secretary 
of United Distributors, and P. J. Daniels, Speed Queen's general sales manager. 








DISTRIBUTORS APPOINTED 











Admiral Corp. Stanley Co., Little Rock, Ark. 
J. George Fischer & Sons, Saginaw, Mich. 
Ross D. Siragusa, president of Ad- Toledo Appliances, Inc., Toledo, O. 
If your application calls for maintaining temperature, current miral Corp., Chicago, announces the Mayflower Sales Co., Kansas City, Mo. 
appointment of the following distribu- Nelson Hardware Co., Roanoke, Va. 
or both, within certain predetermined limits, you will find the tors: Utility Co., Inc., Clarksburg, W. Va. 


Appliance Merchandisers Co., Peoria, Ill. 
Bimel Co., Cincinnati, O. 
Griffith Distributing Corp., Indianapolis, Galyin Mfg. Corp. 


Micro Switch Temp Cop useful and reliable. 


The Temp Cop employs the famous Micro Switch snap-spring Ind. 
oy : 2 : United Distributors, Inc., Cambridge, The Galvin Mfg. Corp., Manufac- 
principle to give a precise thermostatic contactor for automatic Mass. turers of Motorola radio sets, at: 


nounces the appointment of the follow- 
ing distributors: 


Jones-Cornett Electric Co., Welch, Wes! 


control of temperature and current in electrical apparatus. : 
Appliance Mfg. Co. 


This response to changes in current and temperature is pro- F. W. McGrath, sales manager of Va. 
. ; ; , the Appliance Mfg. Co., Alliance, 
vided by the use of bi-metal elements which can be varied to Ohio, manufacturers of Dutchess wash- 
t th ds of fi li , ers, announces the appointment of the . — 
mee © needs of a specilic application. following distributors: Hurley Machine Division 
; : ‘ — Electric Appliance Distributors, Al- The Hurley Machine Division of 
The Temp Cop is a rugged, dependable unit built on a rigid toona, Pa. the Electric Household Utilities Corp, 
, . , . , i- i 2 ls, S. D. anufacturers of Thor washers and 
ceramic block. A snap-acting thermostatic element Tri-State Electric Co., Sioux Falls, — ; 
P g SCs designed Bell-Clark Co., Allentown, Pa. Gladirons, announces the appointment 
to either open or close with a temperature rise. Reverse ac- of the following distributors : ‘ 


Loyal Distributors, Wichita, Kansas 





tion is automatic as the temperature drops. The Temp Cop is Combustioneer (Stokers) Schoellkopf Appliance Co., Dallas, Tew 
available in either automatic recycling or for manual reset. Eubanks Appliance Co., East Point, Ga. 
The Micro Switch Temp Cop may be just the answer to your con- Crosley Corp. Landers, Frary & Clark 
, . , ‘ ‘ — — . a 3 C. Nee rice-preside id gel: 
trol problem. Write to Micro Switch today for full information. Leonard C. Truesdell, sales manager, B. C. Neece, vice-president and g 
od manufacturing division, Crosley Corp., eral sales manager of Landers, ye 
\ ca announces the appointment of the fol- & Clark, makers . Universal a8 
' lowing distributors: ances, announces the appoiutmen 
ee ae ee eee cov Goms Gen Sone — the following distributors : 
© 1944 Heating & Air Conditioning Supply Co., 
Reno, Nevada Fargo Paint & Glass Co., Fargo, N. D. 
\ NX XN Superior Distributing Co., Kansas City, Toledo Appliances Co., Toledo, Ohio 
Py saat - 2) Oe ae aN Kansas Rodefeld Co., Indianapolis, Ind. 
; Seo: 
Emerson Radio & Phonograph Majestic Radio & Television Corp 
orp. . ¢ 4h 
c P E. A. Tracey, president ot the 
PR Charles Robbins, vice-president in Majestic Radio & Television Cor? 
} vb: Vv charge of sales for Emerson Radio & Chicago, announces the appointmel 
RE Phonograph Corp., New York City, of the following distributors: — 
FREEPORT, ILL. USA., Sales Offices in New York, Chicago a esa hes — of the fol-  sidles Co., Omaha, Neb. 
| lowing distributors: : 3 
Cleveland, Los Angeles, Boston, Dallas, Portland, (Ore.) . : Major Appliance Corp., Watertow 
| Atlumor Mfg. Co., Knoxville, Tenn. Mass. 


Schlatter Hardware Co., Fort Wayne, Ind. J. J. Pock, Philadelphia, Pa. 
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7’ NATIONAL MAGAZINES 


The Motorola schedule calls for regular large space 
advertisements in the largest weekly magazines: 
Life, Liberty, Saturday Evening Post, Colliers, 
Newsweek and Click. This powerful mass maga- 
zine circulation is fortified by the addition of the 
biggest and best monthlies: Fortune, National 
Geographic, American Magazine, Cosmopolitan, 
Esquire and Popular Mechanics. 


SUNDAY NEWSPAPER MAGAZINES 


More than 10 million families do not read maga- 
zines of any kin . - weekly or monthly... but 
they do read the Sunday Magazines distributed with 
their favorite newspaper. To reach this vital section 
of the American buying public, Motorola uses color 
pages in The American Weekly, world’s largest 
circulation, and dominant color space in This 
Week, second only to The American Weekly in 


family coverage. These two Sunday magazines reach 
more than 15 million families. 


NATIONAL ROAD SIGNS 


More than 20 million automobiles are still travel- 
ing the highways of America and after the war 
this total will rise to more than 30 million. The 
Motorola all steel highway signs in their familiar 
yellow and black color combinations are known 
from coast to coast on every major highway in 
America. To this dominant outdoor campaign 
Motorola has added a schedule of painted bulletins 
on the main thoroughfare of our largest cities. 


DAILY NEWSPAPERS 


To reach the American public with spot news and 
new merchandise Motorola has regularly used lead- 
ing newspapers which serve the retail buying areas 
in the nationwide Motorola distributor network. 

















RADIO FIRST! 


® Thousands know the 
Motorola “Playboy” as 
»  thesmallest,most power- 
' ful personal portable 
radio on the market. It 
plays richly, beautifully, 
on planes, trains, every- 
where. The new postwar 
Motorola“Playboy” will 
be a ‘“‘Honey”! 


Motorola National Advertising blankets the nation and soon after Victory in Europe 
will tell the American public about the NEW Motorola Radios for Home and Car. 
SOON TO BE READY FOR DELIVERY! 
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Get an early start 
for postwar plus-profits 
in sewing machines! 


According to the recent WPB Office 

of Civilian Requirements survey, 89.1% of the 
Nation’s sewing machines are over 5 years 

old! That means big business—plan now 

to get your full share after the war! With Free you 
get a product styled by America’s leading 
designers; a plan that makes selling easy; sound 
business policies including maintained price 
structure, sweet profit margins. Plus territorial 
protection! Plus liberal trade-in and advertising 
allowances! A few top areas are still 
available. But wire or phone today. 

Free Sewing Machine Co., 


Rockford. Illinois. 


BUY WAR BONDS! 


cree Westinghouse 


AND 


Zl IGNT - RUNNING 
NEW, - PRS HOMIE 
———- ~ 


AMERICA'S FINEST SEWING 


MACHINES 
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SIGNS COOLERATOR FRANCHISE — 
C. C. Conrad, president of Cleveland 
Radiolectric, Inc. (formerly a branch of 
Moock Electric Supply Co.), signs a fran- 
chise to distribute Coolerator electric 
refrigerators, ice refrigerators and home 
freezers throughout northeastern Ohio. 
Looking on is Wilson Abbott of the 
Coolerator Co., Duluth, Minn. 





Mullins Mfg. Corp. 
(Youngstown Kitchens) 


Youngstown’ Kitchens (Mullins 
Manufacturing Corp.) announces the 
appointment of 22 distributors who will 
be among the first to participate in its 
post-war sales training courses. 

Youngstown Kitchens is enlarging 
and reorganizing the distribution sys- 
tem for its pressed kitchen sinks and 
cabinets and will train distributor 
representatives at its factory in War- 
ren, Ohio. They will in turn instruct 
dealers throughout the nation. 

The newly franchised distributors 
below were also affiliated with 
Youngstown Kitchens before the war: 


Huntington Supply Co., Watertown, 
N. Y.; V. J. MeGranahan Distributing 
Co., Toledo, O.; Shadbolt and Boyd Co., 
Milwaukee; Interstate Plumbing Supply 
Co., Albany, N. Y.; J. A. Williams Co., 
Pittsburgh; Biehl's Inc., Pottsville, Pa.; 
A. F. Schultz Co., Erie, Pa.; Griffith Dis- 
tributing Co., Cincinnati, O.; Weiss & 
Besserman, Co., Inc., New York City; 
Youngstown Equipment Co., Boston, 
Mass.; Bowers Wholesale Corp., Norfolk, 
Va.; A. R. Tiller, Inc., Richmond, Va.; 
Morley Brothers, Saginaw, Detroit, and 
Grand Rapids. 


The following distributors are new 
to the Youngstown picture: 


Vermont Hardware Co., Burlington, 
Vt.; Morris Distributing Co., Binghamton, 
N. Y.; Thompson-Hamilton Co., Colum- 
bus, O.; Miami Valley Distributing Co., 
Dayton, Ohio; Electric Appliance Dis- 
tributors of Kentucky, Louisville; Roskin 
Distributors, Inc., Hartford, Conn.; Radio 
Equipment Co., Indianapolis, Ind.; Kemp 
Equipment Co., Rochester, N. Y.; A. A. 
Schneiderhahn Co., Des Moines; and Tri- 
State Appliance Co., Huntington, W. Va. 


Philco Radio & Television Corp. 


Philco Radio & Television Corp. 
announces the appointment of the fol- 
lowing distributors: 

McDonald Bros., Memphis, Tenn. 
Bent Distributing Co., Jacksonville, Fla. 
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Radio Corp. of America 


Radio Corp. of America announces 
the appointment of the following dis- 
tributors : 


Shapiro's Distributing Co., Albany, N. Y, 


Van Zandt Supply Co., Huntington, 
W. Va. 
Stromberg-Carlson 


Clifford J. Hunt, manager of radio 
sales for Stromberg-Carlson, an- 
nounces the appointment of the follow- 
ing distributors: 


Bell-Clark Co., Allentown, Pa. 
Cannon Electrical Supply Co,. Charles. 
ton, S. C. 


Warwick Mfg. Corp. (Clarion) 


Reau Kemp, director of sales for 
the Warwick Mfg. Corp., manufac- 
turers of Clarion radios, has an- 
nounced the appointment of the fol- 
lowing distributors : 


Warren-Connolly Co., New York City 


Zenith Radio Corp. 


H. C. Bonfig, vice-president in 
charge of household radio of the Zenith 
Radio Corp., announces the appoint- 
ment of the following distributors: 


Sues-Brown Co., Los Angeles, Cal. 
Sues-Brown is a newly-formed part- 
nership organized specifically for the 
purpose of distributing Zenith radios. 
Principals are Melvin “Pete” Sues, 





MELVIN SUES 


former vice-president and _— general 
manager of the Los Angeles branch of 
the Leo J. Meyberg Co., RCA dis 
tributors in California, and Clarence 
Brown, an executive of Metro-Gold- 





CLARENCE BROWN 


wyn-Mayer. Mr. Sues will act # 


general manager. 
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general ALCO hos been awarded 
ranch ot for the fourth time the 
~ ” Army-Navy “E" Award for 
C A dis “continued excellence 
Clarence in quantity ond quality of 
ro-Gold- essential war production.” 


oo of power and heat, ALS1Mac is the ideal insulation for tomorrow’s 
improved products. ” 





ACCURATE —no other ceramic is worked to closer tolerances. 
ECONOMICAL—because of high speed production methods. 


AtS1Mace Steatite Ceramic Insulators are permanent materials. They are strong, 
hard and rigid—do not distort by loading, nor do they shrink with time. Impervious 

_ to heat up to r000° C. Non-corrodible. Do not absorb moisture. No matter what 
insulation you have been using, investigate ALS1Mac. Send us a sample or design 
drawing. Let us prove that AtS1Mac will meet your requirements for improved 
efficiency and performance. 
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Write for Property Chart containing complete data on physical characteristics. 


AMERICAN LAVA CORPORATION 


CHATTANOOGA 5, TENNESSEE : 
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THE DEXTER COMPANY 


PERFORMANCE 
WILL NEVER 


BE FORGOTTEN! 


-year reputation for QUALITY — 
PP con nes ; ; DURABILITY and og 
how" in building better a its . 
new high in appreciation for war-time Washer per 
formance. 

It gives the Dexte 
post-war demand. T 
washing service built 
has made millions of frien 
isfied with any other kind or ma 
a DEXTER. . 

Then there's the great market of new families 
that the Dexter Dealer will serve with a aed 
line which will be second to none tn the Washing 
Machine industry. 

The new Dexter Washers will be based on the 
sound experience of a half century of Home 
Washer manufacturing and backed by a ay 
that has always been recognized as a TOP leader 


in the Washer field- 


+ Dealer a solid foundation for 
he extra years of trouble-free 
into every Dexter Washer 
ds who will never be sat- 
ke of Washer but 






A post card will bring com- 
plete information 
about Dexter's 

Exclusive Franchise! 






FAIRFIELD, IOWA 


MAKERS OF THE FAMOUS DEXTER TWIN TUB AND 
SINGLE TUB WASHERS FOR HALF A CENTURY 
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KRICH-RADISCO BENDIX MEETING—One of the first Bendix washer meetings 
in the country was held in Newark, N. J., recently by Krich-Radisco, Inc., distributors, 
for their dealers. Principals in the affair, above, are left to right: Andrew K. Leach, 
general sales manager; Max H. Krich, president; Paul R. Krich, vice-president—all of 
Krich-Radisco, and Lynn Eaton, newly-appointed Eastern divisional manager of Bendix 
Home Appliances, Inc. 





DISTRIBUTOR NEWS 





Boston, Mass.—L. J. Warner has been 
appointed sales manager of the Wahn 
Sales Co., Crosley distributors, ac- 
cording to H. B. Vaughan, general 
manager of the George H. Wahn Co., 
Boston. Mr. Warner was formerly 
sales manager of Philco distributor- 
ships in Boston and Connecticut. 


Hartrorp, Conn.—Radio and Appli- 
ance Distributors, Inc., 673 Connecti- 
cut Boulevard, East Hartford, Conn., 
has been formed to distribute RCA- 
Victor radio television, phonographs, 
Victor and Blue Bird records and 
other products in Connecticut and 
Western Massachusetts. The new 
company is headed by Louis B. Roth 
as president, who has been with the 
RCA-Victor Division for the past ten 
years in various sales capacities. A. 
Lincoln Bush of New York City is 
treasurer; J. Cameron Gordon is sales 
manager of the record department and 
Walter L. Lynch credit and office 
manager. 


Cuartotte, N. C.—Formation of a 
new home appliance distributorship to 
be known as the Chapman & Wilhelm 
Co., has been announced here recently. 
The company is headed by R. L. Chap- 
man, for the past 20 years with S. H. 
Kress & Co., the last 14 of which were 
spent as manager of the Kress store in 
Charlotte, and E. H. Wilhelm, for 
many years manager of the McClellan 
Stores Co. in Charlotte. The new 
company will occupy offices in the 
Liberty Life Bldg. and will distribute 
a variety of appliances throughout the 
Carolinas. 


York, Pa.—The Motter Electric Co., 
subsidiary of George F. Motter’s Sons, 
131 North George St., York, Pa., has 
opened as wholesale distributors of 
electrical products—supplies, lamps 
and lighting, electronics and appli- 
ances. 


Wasuincton, D. C.—The Hudson 
Supply & Equipment Co. are expand- 
ing their appliance division, according 
to Don Dougherty, manager. Show- 


NOVEMBER, 


rooms will be located in twelve stra- 
tegic shopping centers, including a 
downtown store in the heart of the re- 
tail district. 


BIRMINGHAM, ALA. — Long-Lewis 
Hardware Co., hardware jobbers of 
Birmingham, has established a major 
appliance division with Herschel A. 
Wilson as general manager and Ferren 
Brown as manager of sales. The com- 
pany distributes Admiral appliances in 
Alabama and West Florida. 


MriamI, Fra.—The Florida Radio & 
Appliance Corp. has been formed in 
Miami, with branches to be operated 
at Tampa and Jacksonville. Heading 
the company is J. V. D’Albora. Other 
officials: George B. Gray, formerly 
with Major Appliances, Inc. and Kel- 
vinator, as merchandising manager; 
H. E. Enyeart, former distributor; 
L. R. Bickley, formerly with Major 
Appliances, Inc.; E. E. Brammer, 
formerly with Major Appliances, Inc. 
as Tampa branch manager, who will 
hold a similar position with Florida 
Radio & Appliance Corp. 


San Francisco—P. F. Diehl, owner 
of the Diehl Electric Co., electrical 
wholesaler, has announced the pur- 
chase of the Coast Electric Supply Co. 
of San Francisco. The combined firm 
will be known as Diehl Electric, with 
headquarters at 55 Main St., San 
Francisco. The entire organization, 
including the sales staff of the Coast 
Electric Supply, is being taken over 
in the merger, with Edward P. Schae- 
fer, former owner, remaining for a 
period of time. ‘The plant is being 
completely remodeled. Diehl became 
an independent wholesaler in 1943, 
after having served with Graybar for 
seventeen years. 


St. Louis, Mo.—Two new distributing 
firms have been granted charters re 
cently: Premier Distributing Corp. 
820 N. 9th St., St. Louis and Central 
Missouri Appliance Distributing Co. 
1008 Broadway, Columbia, Mo. 
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£4, EADLINES will be made when 

Moe - Bridges’ new appliance line is 
announced. 

Prior to Pearl Harbor, our program was 
complete to enter the electric appliance field 
with a new and fine quality line of popular priced 
articles of unusual application... Entry into war 
caused a temporary suspension of our plans. 

With a constant eye to the future, and with- 
out interference with our war work, experi- 
mental activities continued ...When conditions 
permit, our manufacturing and marketing pro- 
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gram of these new appliances will be resumed. 

Dealers will be able to secure through their 
jobbers, appliances backed by over a quarter 
of a century of peacetime business... plus war 
time manufacture of motors, generators, air- 
craft controls, and other war materiel. Produc- 
tion facilities have been greatly expanded so 
you may expect a line built right and priced 
to reach the mass markets of the future. 

When making your post-war plans, keep 
Moe-Bridges appliances in mind —“The Line 
that will make Headlines.” 
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-e- but they all know that any HOME FREEZER 


MUST HAVE GOOD INSULATION 








High on the list of Postwar Products for which 
the American Public is anxiously waiting, is the 
Home Freezer—a new “contribution to better 
living” that should find its way into millions 
of homes. 

Certainly, here is a product that should be a 
real money-maker for aggressive appliance mer- 
chants. And it’s the kind of product they’re 
accustomed to selling—by playing up the “user 
benefits” to be derived, then pointing out the 
long, dependable, economical service the prod- 
uct will render. 

In Home Freezers, as in many other types 
of household equipment, the insulation will be a 
big selling feature. And if your models are 
insulated with Fiberglas*—and the 


odds are that they will be 





you'll 
have a sales story you can “go to 
town” with. An exclusive story of 
immediate and permanent benefits. 

Fiberglas PF (Pre-Formed) Insu- 
lation is high in thermal efficiency 


and permits close control of the low 


@ FIBERGLAS 





temperatures desired. Being inorganic—made of 
fine fibers of glass—it is highly moisture-resist- 
ant, picking up less than 1% by weight under 
high humidity conditions. It is odorless and will 
not pick up odors in service. And it can’t corrode 
—nor is it corrosive to aluminum or steel in the 
presence of moisture. And, too, it has great 
mechanical strength—doesn’t settle, “dust” or 
disintegrate, even under severe vibration. 

This all adds up to one thing: a lasting insula- 
tion of great efficiency—making for better per- 
formance, greater operating economy and longer 
life of the Home Freezer. 

If you are not familiar with Fiberglas, or 
again, would like to learn of the many unusual 
jobs being performed by Fiberglas 
in the war effort, write for the free 
booklet, “Fiberglas—a New Basic 
Material”. Owens-Corning Fiberglas 
Corporation, 1853 Nicholas Build- 
ing, Toledo 1, Ohio. In Canada, 
Fiberglas Canada Limited, Oshawa, 
Ontario. 


THERMAL 
INSULATION 


*T.M. Reg. U.S. Pat. Off. 
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MitwavuKkeEE, Wis.—Radio Specialty 
Co., 829 North Broadway, Milwaukee, 
is expanding its organization, accord- 
ing to A. Van Antwerpen, president 
and general manager. To build up the 
retail selling organization, H. E. 
“Gene” Dahl has been appointed to 
work under V. L. Kelly, vice-president 
in charge of sales. An old Atwater- 
Kent distributor and since 1932 a lead- 
ing Philcg radio distributor, the com- 
pany is also planning to add new lines; 
washers, ironers, ranges, cleaners, 
space heaters, kitchen cabinets, sew- 
ing machines and small appliances and 
is now negotiating for franchises. 


Rainbault Forms 
West Coast Company 


John P. Rainbault, who recently re- 
signed as manager of the Air Condi- 
tioning and Commercial Refrigeration 
Dept. of General Electric Co., an- 
nounces the formation of the John P. 
Rainbault Co., manufacturers repre- 
sentatives, with offices in the Phelan 





JOHN P. RAINBAULT 


Building in San Francisco. The Rain- 
bault organization will represent on 
the West Coast several nationally 
known manufacturers, among whom 
are The Viking Mfg. Corp., Dayton, 
Ohio, and The Karpark Corp., Cin- 
cinnati. 

Mr. Rainbault joined the General 
Electric in 1930 as manager of the 
Electric Clock Dept. and prior to this. 
represented a number of large manu- 
facturing companies on the East Coast 
with headquarters in New York. He 
is a telephone engineer by profession 
and well known as a manufacturing 
and sales executive throughout the 
electrical and refrigeration industries. 


Range Data Obtained 
In Maine Survey 


Both city and rural users of electric 
ranges on Central Maine Power Co.’s 
system agree as to size, appearance 
and features of ranges desired. Ina 
recent survey conducted 98 percent of 
the system’s present range users will 
purchase another electric range when 
the market for appliances is favorabie, 
and 60 percent of the users of gas 
ranges plan to change to electric 
ranges at some future date. These 
figures are based on a-survey in which 
800 customers of major appliances 
were interviewed. 

Boiled down to a few pertinent facts, 
relative to range features, 90 percent 
favored a table top model for post-war 
service, 89 percent interviewed were 
satisfied with their requirements, 3 
percent want a higher oven, 5 percent 
a wider oven, and 3 percent a deeper 
oven. The size of surface units was 
approved by 95 percent. 
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HAA 


CAN OPENER 





The Can Opener with the DOUBLE ANGLE Cutter 


ou MoveL 


' 


Production has been resumed on the famous 
Regina Smoothcut in a limited way. Orders are again thing taken 
on the can opener that’s ‘‘Best by Test,”’ with delivery Anticipated 
next April. Customer demand for the Regina can opent + is great. 
And it will continue to grow, because housewives winlins have 
found Smoothcut the better, the more efficient can opgner. 
While present restrictions will not permit us to fill in full the 
vast number of orders received, we promise fair distribution of 
Regina can openers as they are produced. During the edring year, 


we shall strive to speed more and more Smoothcuts?your way. 
7 * * 


FOUR EXCLUSIVE FEATURES 


1 Patented double-angle cutter. Cuts abso- 3 Easy-pierce cam. The }s and com- 
lutely clean, leaves no edge. Leaves:abso- pensating spring make y‘rcing almost 
lutely no metal shavings to drop into food. automatic, and practicalW effortless. 

2 Compensating spring. Allows cutter to 4 All parts die-cast or pre#*\on machined. 
operate smoothly over heavy seams or Not even the wall brad ket stamped. 


on thick walled cans. Strong at every point. 


GET ON THE “FLOOR POLISHER RENTAL PLAN” BANDWAg7ON 


There’s still time to add your name to th ver-growing 
list of dealers who have received the rofit-making 
/ Regina ‘‘Postwar Floor Polisher Rental ¥*:vice Plan.” 
», Write in and get your copy plus a prefer##“ reservation 
blank entitling you to early delivery of 
floor polishers. 









una electric 


A 
(og THE REGINA CORPORATION, RAHWAY, N#W, JERSEY 
? Fine Products for the Home since ih 


- he 
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‘BAPTISM OF FIRE 


From overhead comes this cutting hailstorm of lead— 
harrying retreating columns, preventing troop concentra- 
tions, disrupting communications. A sharp thorn in the 
enemy’s side, aerial strafing calls for traditional Yankee 
flying skill—plus dependable aircraft. 


Delco-powered air pumps, windshield wipers, machine 
gun mounts, booster fuel pumps, transfer fuel pumps, 
defroster fans and precision instruments are playing a big 
part in Allied raids. And on the home front Delco motors 
are also faithfully doing their part—keeping oil burners, 
refrigerators, washers and other appliances functioning 
smoothly. 











Delco motors, whether in war or peace, have had their 
own “baptism of fire.”” Their mettle has been proved on 
the battlefront and on the home front. When peace comes 
again, ‘“‘Delco-equipped” will still mean “easier to sell.” 


Keep the Equipment Flowing—Keep on Buying Bonds 


DELCO MOTORS 


DELCO PRODUCTS pivision or GENERAL MOTORS 








Since [4b GF 


...we have concentrated our efforts on the 
exclusive production of electric heating devices 
of the highest quality. 
AMERICAN BEAUTY enjoys the distinction that 
it does today. 


That is why the name 


When unrestricted production for civilian 
requirements is resumed, AMERICAN BEAUTY 
Electric Flat Irons will again be made available 
for many of the better stores. 


For Excellence in 


Dihtitaaceiy Bevat 


AMERICAN ELECTRICAL HEATER COMPANY 
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Introducing executive secretary A. E. Schanuel, who is seen hand on hip, outlining the 


things that Indoor Climate is going to do. 


Because Indoor Climate Institute, 
which met in Detroit Sept. 21-22, is 
still in the state of getting acquainted 
with its public, possibly the speech of 
T. A. Crawford, general sales man- 
ager, Timken Silent Automatic Di- 
vision of Timken-Detroit Axle Co., is 
the best lead off. Said Mr. Crawford: 

“Behind the Indoor Climate Insti- 
tute are the manufacturers of heat 
conservation products. The leading 
producers support it. It is not a trade 
association but an educational project 
and service center. 

“Because thermostatic control of 
automatic firing all depends on elec- 
tric power the activities of the insti- 
tute should be of interest to the elec- 
trical industry. Its program takes its 
place with others in the electrical field 
such as I. E. S. light, Adequate Wir- 
ing, and Refrigeration. In addition 
to taking more electricity, thermos- 
tatically-controlled, automatic heating 
systems will require special service and 
therefore are connected to all phases 
of the electrical field.” 


Schanuel Reports 


Said P. B. Zimmerman of Chrysler- 
Airtemp, who is president of the Insti- 





Paul B. Zimmerman, of Chrysler-Airtemp, 
is president of the Indoor Climate Insti- 


tute. “We're selling the public a fourth 
dimension,” he said. 
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Indoor Climate Institute 
Holds First Convention 


tute, “Indoor Climate provides the 
fourth dimension in living.” 

Introduced was A. E. Schanuel, 
executive secretary, who declared that 
a survey showed that 72 percent of the 
complete home buyers expect air con- 
ditioning. Of these 32 percent own 
their present homes. The National 
Association of Home Builders say 
these are alarming indications. At 
any rate, the poll indicates a bewild- 
ered public that wants and needs guid- 
ance. The air conditioning field is 
so widely diversified that it is a 
Tower of Babel. The idea of the 
Institute is to follow the precepts of the 
paint and other industries into clari- 
fying the understanding of the public. 

Jack Knighten of Servel pointed out 
that the stripped B.t.u. was the con- 
ventional type of heating system sold. 
Today the industry has the equipment 
and is able to insure performance. The 
customer wants comfort. Therefore 
the industry must build up heating 
ideals to standards that will satisfy 
this desire. 


Air Conditioning Markets 


Ralph C. Cameron, director of mer- 
chandising, Airtemp Division, Chrys- 
ler Corp., presented figures on postwar 
possibilities of air conditioning, a study 
that is said to have cost Chrysler 
$50,000. 

There are 14,343,633 centrally heated 
dwelling units in the United States at 
the present time, he said. At the pres- 
ent moment 4,134,900 are manned by 
automatically ‘operated furnaces. This 
is 29.2 percent. Some 70.8 percent or 
10,148,733 of all central heating plants 
are still coal or fired by hand. There 
is obviously a large potential market 
for manufacturers of automatic equip- 
ment. The oil people have sold 17.3 
percent of the market, gas 7 percent 
and the stoker manufacturers .49 per- 
cent. 

The total occupied dwelling units in 
the United States, 34,144,370 (from 
U. S. census of housing, 1940) 579 
percent or 19,800,737 use stoves oF 
other heat. Some 7,424,844 or 218 
percent use steam or hot water heat, 
and 20.3 percent or 6,918,789 employ 
warm air systems. Warm air systems, 
particularly the forced type, are ap- 
parently gaining ground rapidly over 
steam and hot water. 

As nearly as he can figure out, Mr. 
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UNIVERSAL MOTOR COMPENSATED 
V4 H.P. 3400 R. P.M. TYPE AD 


\<v.cHwe 
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When concentrated power must be built into 
a machine, the ordinary problems of motor 
application are multiplied. 

Westinghouse Types AD and ADS Universal 
Motor parts are built to satisfy this condition, 
for every conceivable application. They are 
universal, not only in the sense of operating on 
either a-c or d-c, but “universal” in that they are 
universally adaptable to any space limitation 
confronting the machinery manufacturer. 

These Westinghouse motors are also available 
as completely assembled special frame units, 
built to your specifications. 


PICK THESE MOTORS 


e Where a-c—d-c operation 
is desired MOTORS 


e Where motor parts must be 


UNIVERSAL—a-c or d-c 
integral with the machine 


e Where power must be con- CYCLES—0 (d-c) to 60 (a-c) 


rat i all 
—mwimueaw_ i Te 
e Where high torques and 


high speeds are desireable 
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TYPES AD AND ADS UNIVERSAL 


SPEEDS—3000 to 12000 rpm 


CYCLE NF 
. M, 2 


0 2 ~ ‘ 8 wo 812 “4 6% %e® 20 22 2 
TORQUE IN OUNCE FEET 


A wide variety of ratings in sizes from 1/150 
to 1 hp assures dependable power to fill any 
motor need. 


ASK FOR APPLICATION HELP 


Small motors have gone to war—some on wartime 
applications of peacetime products—many others on 
specialized war applications. For condensed informa- 
tion on Westinghouse Small Motors, the Westinghouse 
Small Motor Selector (Form B-3075-A) summarizes 
the data presented in these “Torque Talks”. Write 
today for your copy of this helpful four-page aid to 
proper motor selection. Westinghouse Electric & 
Manufacturing Co., Dept. 7-N, East Pittsburgh, Pa. 


J-03207 





@ ei «. , 
Westinghouse 


PLANTS IN 25 CITIES... OFFICES EVERYWHERE 


PAGE 


131 








MENOMINEE 
MICHIGAN 








1.C.1. DIRECTORS MEETING—Following the recent annual meeting of the Indoor 
Climate Institute at Detroit, the new board of directors posed for their picture. Left 
to right, front row: J. P. Mcilhenny, General Electric; C. T. Burg, Iron Fireman Mfg, 
Co.; J. K. Knighton, Servel, Inc.; J. M. McClintock, Freeman Stoker; A. E. Schanuel, 
.C.l. executive secretary; L. N. Hunter, National Radiator; T A. Crawford, Timken 
Silent Automatic. Second row, left to right: C. D. Lyford, Minneapolis-Honeywell: 
W. L. Seelbach, Forest City Foundries Co.; J. R. Scott, L. J. Mueller Furnace Co,; 
Jack Searls, White Rodgers Electric Co.; E. N. McDonnell, McDonnell & Miller, Inc.; 
R. E. Moore, Bell & Gossett Co. and P. B. Zimmerman, Chrysler Airtemp, and I.C.I, 


president. 


Cameron said, 85 percent of the post- 
war homes will cost under $6,000. 
“About 25 percent will cost less than 
$3,000, some 30 percent $3,000 to 
$4,000 ; 30 percent $4,000 to $6,000 and 
11 percent $6,000 to $10,000. Only 3 
percent will run $10,000 to $20,000 
and a small fraction over $20,000. 

Thus then, the rehabilitation of old 
homes now in use present as bright a 
market for air conditioning as the new 
houses to come, was the impression 
Mr. Cameron gave. Business will be 
pretty good, he feels, and in the five 
year postwar period he estimates that 
6,350,000 warm air furnaces will be 
sold, 1,550,000 steam and hot water 
systems, 1,133,000 oil burners and 2,- 
468,000 conventional stokers. The 
warm air furnaces, particularly the 
forced air type, and the stoker have the 
brightest prospects. 

The Airtemp-Chrysler survey took 
into consideration the rapidly electrify- 
ing farm market: 


7,106,559 
1,988,351 


Total homes ....... 
Total electrified homes 
Portion of farms near power 
lines 4.6% 
Dollar income per farm (1939) 
(greater today) . 
No. cars per 100 families. ... 
No of dairy farms (3 cows 
or more) 
. of refrigerators 1,036,389 
. of ice boxes 1,260,613 
. central heating systems. 704,100 
. inside toilets 842,507 
raidos 4,159,346 
. with running water | 340,023 
This from the 1940 Bureau of Agriculture, 
16th census, 813H, p. 38. 


Post-war Prospects 


Mr. Cameron gave this estimate of 
the post-war possibilities of air con- 
ditioning, summarizing the industry in 
units. 

In the year 1940 there were 5,682, air 
conditioning units sold and in 1942, 
42,641. The year V-1 can look forward 
to 86,004 units, 102 percent gain; V-2. 
113,986 units, a 32.5 percent gain; the 
year V-3 138,000 units, a 21 percent 
gain; the year V-4 178,340, a 23.4 per- 
cent gain, and the year V-5 197,840 
units, a 16.1 percent gain. 

“Before the war it cost $250 to $300 
to cool one room in a home. In resi- 
dential package units, cost was around 
$1,500 in a new home. Today we are 


building heating units that permit air 
conditioning to be added later. In my 
opinion we will be able to sell 13,500 
air conditioning units in the year V-1 
to $5,000 a year income groups,” he 
said. 


Sees Early Kitchen 
Cabinet Resumption 


Steel may shortly become available 
for steel kitchen cabinets. As soon 
as the war in Europe is over, it is ex- 
pected that sufficient steel will be re- 
leased to permit manufacturers of steel 
kitchen cabinets to resume production, 
according to the Steel Kitchen Cabinet 
Institute. These manufacturers are 
all still busy with war work, but will 
be back in production of steel cabinets 
within thirty days from the time the 
steel is released to them, says S. S. 
Keeney, executive secretary of the 
institute. 

As in many other lines of business, 
the number of new manufacturers in 
this field after the war is expected 
to be considerable. To aid in pro- 
tecting the specifier, the dealer and 
the home owner alike, against cheaply 
constructed and poorly finished steel 
cabinets, Mr. Keeney states that the 
institute has resumed its program of 
promotion for minimum standards oi 
quality for steel kitchen cabinets. A 
copy of the 16-page booklet outlining 
the various tests which cabinets must 
undergo before meriting the seal oi 
approval of the institute may be had by 
writing the Steel Kitchen Cabinet In- 
stitute, 1256 Donald Avenue, Lake 
wood 7, Ohio. 


Vance Heads Utah League 


Following the resignation of its pres 
ident, Frank E. Bodine, to accept 4 
new position in San Francisco, the 
board of directors of the Electrical 
League of Utah elected Kimball Vance, 
vice-president, as his successor. R. W. 
Kimberlin, Salt Lake City manage 
for the Graybar Electric Co. was 
chosen vice-president. President Vance 
is owner and manager of the Vamnee 
Electric. Co., electrical contractors 0 
Salt Lake City. Stanley M. Johns, 
new district manager for the Westing- 
house Electric & Mfg, Co., was elect 
to the board of directors. 
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The biggest 
book on 
Postwar 
Profits is 
the THOR 
PRIORITY 
REGISTER! 


Your prospects 
write it themselves 
... tell you what to 
sell them. 


Advertise and 


feature yours now 





for profits soon! 









HURLEY MACHINE DIVISION 
Electric Household Utilities Corp. 
54th Avenue and Cermak Road, Chicago. Ill. 


\ 
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Snapped at Crosley’s "C-Day” Meeting 


Models 1827D and 
2025C. Direct 
connected motor 


Models 2418C and 
3018C Belt Driven 





Executives of Crosley discussed post-war plans with Crosley distributors at a recent 
"C-Day" sales conference in Cincinnati. Left to right: R. Paul Burns, president, 
Judson C. Burns, Inc., Philadelphia; L. A. Wells, treasurer and manager, Western 
Merchandise Distributors, Inc., Buffalo, N. Y.; R. C. Cosgrove, vice-president, Crosley 
Corp. and S. D. Mahan, director of advertising and public relations, Crosley Corp, 





NEW UTILITY FANS 


ARE lial Quit 


The streamline fan ring permits a smooth flow of air 





with minimum turbulence and noise... the fully 


enclosed motor is resilient mounted . . . low rota- 





tive speeds further air quiet op- 
eration. Other features are low 
power consumption and rigid, 


welded construction. Belt-driven 








models have variable pitch pul- Oldest distributor of Crosley Corp., in point of years of service, is J. T. Cecil, 
f A president of the Interstate Hardware Co., Bristol, Tenn., shown above, at left, with 
ley for simple speed adjustment. S. D. Camper, Crosley regional manager in his territory. 


All models are easily installed 
by means of the rigid, heavy 


gauge steel ring mounting. 





Utility Propeller Fans, Centrif- 





ugal Blowers and Evaporative 







Air Coolers are available under 
WPB regulations. Write for com- 





plete catalogs and literature. 








UTILITY Fan corporation 


4851 South Alameda, Los Angeles 11, California 





Peace -time manufacturers of the Famous Utility Air 
Koolers, Blowers, Fans, Floor Furnaces, Circulating 
Heaters, Unit Heaters, Forced Air Furnaces. 


for the Crosley Corp. Left to right: E. L. Ridge, owner, the Ridge Co.; E. C. Brode, 
regional manager for Crosley; Frank Kramer, manager, the Ridge Co. and L. C. 
Truesdell, sales manager, Crosley Corp. 





Some South Bend, ind., representatives of the Ridge Co., South Bend distributors 


ELEC 
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Sure ... all post-Victory radio sets will be new and different. They 
will be replete with enough new features, improvements and gadg- 
ets to astound most dealers . . . certainly all prospects. BUT (and 


it's ao BIG “BUT"} you can be sure that some will be outstanding! 





You guessed it . . . Maguire Industries, Inc., Home Radio (Elec- 


. Cecil, 
ft, with 


tronics Division) will have a prominent place in this outstanding 
group. Here's the reason: Maguire Industries’ policy from the begin- 
ning has been based on the assumption that only the best research- 
engineering brains can conceive, design, and engineer products 
that will be outstanding in their field. Maguire Industries has been 
successful in obtaining the services of men acknowledged to be the 
best in the electronics field. 

These scientists have produced a line of Maguire Home Radio 


Receivers devoid of all the common and uncommon “bugs” that 





ANEW NOTE IM) HOME RADIO 


GREENWICH e STAMFORD e 





stributors 
Al Brode, 
nd L, © 
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Sone WILL BE OUTSTANDING [!! 


harass listeners. This is a radio line you will want to display and 
sell. It guarantees customer satisfaction and the real profits that go 
with speedy sales and trouble-free operaticn. 

Maguire Industries has won exceptional merit in wartime pro- 
duction ...in the electronics field; in the small arms field (“Tommy” 
guns and other small arms); in the food processing field; in the oil 
producing industry. Now, Magvire Industries has turned the talents 
of its large staff of scientists, engineers, and technicians to creating 
products for after-Victory use. 

A tip that costs you nothing . . . investigate the Maguire Home 
Radio Receiver Line now! You'll be surprised with Maguire Indus- 
tries’ liberal dealer policy as well as the exceptional radio. For full 
information, write Maguire Industries, Inc., 342 West Putnum Avenue, 


Greenwich, Connecticut today! 
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WHEN THE 


The post-war period when demand for appliances 
will be far greater than the supply may be lots 
shorter than many people believe. The deluge of 
new merchandise produced for this peak demand 
is bound to increase the risk of taking on white 
elephants or selling items that won't stand up. 
That's where GRAYBAR’S experienced hand in 
selecting sound, salable products for distribution 
will be able to help you in choosing those appli- 
ance lines with long-term profit possibilities. To 
this end, GRAYBAR is maintaining close contact 
with leading appliance manufacturers, old and 


new, so as to keep you quickly and fully advised 


wa 


~\. Your “BEST SELLERS” WILL 
\. MAKE THEIR COMEBACK 








on what’s coming, and when to expect it. 
GRAYBAR’S Specialty Merchandising Organiza- 
tion is making arrangements to furnish you with 
the best appliances for your post-war market. 
e = e ° 

When the time arrives for you to begin putting 
new merchandise on your shelves, you will find 
GRAYBAR ready with your share of salable ap- 
pliances, and complete sales information and 
merchandising assistance. In the meantime, we 
will continue working to distribute fairly among 
our dealers the electrical appliances released to 
us under war-time allocation plans. 





Crosley Holds “C-Day"' 


Sales Conference 


“If the cut-back in military goods 
production, immediately after the de- 
feat of Germany, is as much as 40 
percent, as has been officially pre- 
dicted, The Crosley Corp. should be 
able to resume production of its peace- 
time products on the basis of its 194] 
volume.” This statement was made 
by R. C. Cosgrove, vice-president and 
general manager, manufacturing divi- 
sion, The Crosley Corp., to a large 
group of distributors from all parts 
of the country, attending a_ recent 
Crosley “C-Day” sales conference in 
Cincinnati. 

This was the first of a series of three 
similar conferences of Crosley dis- 
tributors at their Cincinnati headquar- 
ters and was the first nation-wide 
Crosley distributor conference to be 
held since America entered the war. 


100 Distributors Present 


More than 100 Crosley distributors 
heard Mr. Cosgrove tell of the great 
growth and expansion of The Crosley 
Corp. during the past four years and 
heard him outline a program for con- 
tinuing its activities on a high level 
of production after peace comes. 

They heard J. H. Rasmussen, com- 
mercial manager, outline the com- 
pany’s program for the sale and dis- 
tribution of its peacetime products as 
soon as their manufacture is resumed. 
The sales organization under Mr. Ras- 
mussen’s direction has been greatly 
expanded in anticipation of enlarged 
peacetime production. 

They made trips of inspection 
through the various Crosley plants in 
Cincinnati; Richmond, Ind.; and the 
extensive transmitting facilities of the 
broadcasting division of Crosley at 
Bethany and Mason, Ohio. 

In the Crosley engineering division, 
Lewis M. Clement, vice-president in 
charge of research and engineering, 
showed the visiting distributors the 
various war products which have been 
developed, and which are now being 
produced, to the exclusion of any other 
products, by Crosley. 

They heard S. D. Mahan, director 
of advertising and public relations, 
outline the company’s forthcoming pro- 
gram of national and local advertising 
to promote the sale of Crosley’s peace- 
time products soon to be available. 
They saw demonstrations by Crosley 
product managers of radio receivers 
and Shelvador refrigerators which will 
be the first peacetime Crosley products 
to be placed on the market. 


Westinghouse Radios 
Get Sunbury Plant 


Selection of the Westinghouse Elec- 
tric & Mfg: Co. plant at Sunbury, Pa. 
now devoted to the manufacture of wat 
communications equipment, as the 
company’s manufacturing plant for 
production of home radio receivers was 
recently announced by Walter © 
Evans, vice-president. Westinghouse 
recently announced the formation ol 4 
new Radio Receiver Division, which 
will produce all basic types of home 
receiver equipment as soon as wa! 
conditions and the company’s war pro 
duction commitments permit. The 
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IT WILL PAY YOU TO DECIDE THIS 
QUESTION NOW INSTEAD OF LATER 


If you plan to sell oil-heating equipment after 
the war, here’s something to consider. You prob- 
ably will either sell the nationally distributed and 
nationally accepted line of H. C. Little oil-burn- 
ing units, or else will have to sell in competition 
against them. Present H. C. Little dealers tell us 
the odds favor the H. C. Little franchise holder. 
Here’s why. 

The great majority of American home owners 
who want automatic oil heat have small homes 
and need a unit which burns less than three 
quarts of oil per hour. Since pressure type oil- 
burning equipment is not satisfactory in these 
small capacities, the demand will be for vapor- 
izing type oil-burning units ... AND 


H.C. LITTLE LEADS THE FIELD 


WITH THE ONLY FULLY AUTOMATIC ELECTRIC 
IGNITION NATURAL DRAFT VAPORIZING TYPE 
BURNER Available in a complete line, includ — 
ing Conversion Burners, Floor Furnaces, Base- 
ment Furnaces, Utility Room Furnaces, Space 
Heaters, Water Heaters, Wall Furnaces, etc. 


That is why, after the war, H. C. Little dealers 
will again have the competitive advantage — be 
selling what more than 75% of all home owners 
want — heating equipment designed especially for 
the typical 5- to 6-room house. These H. C. Little 
units: oil-burning floor furnaces, wall furnaces, 
console heaters, hot water heaters and small 
winter air conditioning furnaces, will be easy to 
sell, but mighty tough competition to sell against. 
Since you'll most likely be doing one or the other, 
why not investigate the idea thoroughly NOW. 


Unile for 


PAGE 


a copy of ‘““How to 
Get Real Profits in 
Postwar Heating,” 
with our compli- 
ments. 


H.C. LITTLE 


Burner Co. 
SAN RAFAEL, CALIF. 


Branches in Principal Cities 
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NEW POSITIONS OF THE MONTH 





Williams Oil-O-Matic 
Heating Corp. 


W. A. Matheson was elected presi- 
dent of the Williams Oil-O-Matic 
Heating Corp. by the board of directors 
at a special meeting held recently. In 
addition, Mr. Matheson was named 
general manager of the corporation. 
W. W. Williams, former president, 
was elected chairman of the board of 
directors—a newly created office. 





W. A. MATHESON 


Prior to 1937, Mr. Matheson spent 
ten years in Oil-O-Matic sales activity 
in the Pacific northwest, in Philadel- 
phia, and, finally, in Chicago where he 
also served as manager of the Oil-O- 
Matic branch. After an interval with 
General Motors, Mr. Matheson re- 
turned to Williams in September 
1940 to man the newly created post of 
assistant to the president. 


Cornelssen Appointed 


C. W. Cornelssen has joined Wil- 
liams Oil-O-Matic Heating Corp., 
Bloomington, Illinois, as manager of 
heating sales. He was formerly asso- 
ciated with Harvey-Whipple, Inc., 
Springfield, Mass. in the capacity of 
sales manager, 





Cc. W. CORNELSSEN 


Mr. Cornelssen was assistant sales 
manager of Socony Burner ‘Corp., a 
subsidiary of Standard Oil, New York, 
for four and one-half years. Later, 
he joined the May Oil Burner Corp. 
of Baltimore, where he remained for 
9 years, as manager of the Baltimore 
branch and assistant to the president. 
He also served as New England sales 
manager. Following this, Mr. Cor- 
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nelssen was sales manager of a large 
metropolitan New York distributor for 
oil burners and fuel oil. 


General Electric Co. 


A. G. Chaffer, recently supervisor 
of appliance service centers of the 
General Electric Co.’s Appliance and 
Merchandise Dept., has been appointed 
sales manager of the company’s house- 
hold refrigerator division with head- 





A. G. CHAFFER 


quarters in Bridgeport, Conn., accord- 
ing to L. H. Miller, new manager of 
the household refrigerator division. 

Chaffer’s career with the company 
has been extensive, including selling 
with General Electric Supply Corp, 
and as sales manager for the home 
laundry equipment division. He 
joined the G-E appliance department 
in 1930 as Cleveland representative and 
subsequent positions took him to Pitts- 
burgh as district manager of the de 
partment. 


Lioyd Hertzler Appointed 


Lloyd G, Hertzler, who from 1939 
until the war was sales manager oi 
the vacuum cleaner division of G-E, 
has been appointed sales manager of 





LLOYD G. HERTZLER 


the home laundry equipment divisiog 
according to an announcement by Joh# 
M. Wicht, manager. Hertzler joinel 
the sales staff of G-E’s Philadelphia 
office in 1937, specializing on vacuum 
cleaners. In 1938 he was appointel 
district representative in the Phil 
delphia office. Recently, he has bet 
in Washington as liaison man for 
small appliance divisions. 
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A 66-WORD PRE-VIEW OF THE POST-WAR 
STROMBERG - CARLSON DEALER FRANCHISE 


1. We will have—soon after Victory 
~a fine line of Stromberg-Carlson 
FM and AM radios, phonograph 
combinations, and television receiv- 
ers, in a wide range of prices. 

2. We will have a policy of distribu- 
tion planned to give every Author- 
ized Dealer a good profit opportu- 
nity on the Stromberg-Carlson line. 


3. And the Stromberg-Carison name 
Will be even more widely and more 
ly known than ever before. 





@ “For the main radio in your home”—that’s the 
story Stromberg-Carlson’s national advertising is 
currently telling through 50,000,000 impressions 
in leading magazines. 

“For the main radio in your home”—because 
there’s nothing finer than a Stromberg-Carlson, 
and your main radio should be a good radio— 
a quality musical instrument in every respect! 

That’s the keynote of the postwar Stromberg- 
Carlson sales story. And it sets the theme of the 
Stromberg-Carlson radio in your sales plans, too. 
Marks Stromberg-Carlson as: 





—the important radio unit 


—the radio unit carrying real profit- 
opportunity 


—the radio unit with easy-selling public 
acceptance, 


Plan your postwar sales program around this 
potent Stromberg-Carlson theme. You’ll find the 
Stromberg-Carlson “main radio” will be a profit 
maker—at whatever price the customer can pay 
for his choice of an outstanding table model, con- 
sole or radio-phonograph combination. 


For the main radio in your home, there’s nothing finer than a 


STROMBERG-CARLSON 


ROCHESTER 3 
NEW YORK 


Radios, Television, Telephones, and Sound Equipment 
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“Our new washers will be perfect companions to our 
present line of the market's most outstanding Ironers. These 
washers are styled for tomorrow—built for lasting service— 
with many new features and improvements to make them 
truly competitive with every element of appeal and 
usefulness. 


With the Conlon Ironers and the new Conlon Washers 
you'll have two “fine companions” that will stand by you 
for many years to come. And when we can say “No 
Conlon Ironer has ever worn out” you can see what we 
mean by telling you the Conlon washers are built for 
lasting service. 


New styling of models has been completed and we'll be 
ready when regulations permit production and shipment. 


We invite your inquiry—write, phone or wire. 
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Three New General Electric Appointees 





M. B. ROSS 


=~ mn A NUFACTURERS General Electric (continued) 


The reconstruction of General Elec- 
tric’s administrative and sales set-up 
of the appliance and merchandise de- 
partment continues with the announce- 
ment of three new appointments, plus 
the realignment of the traffic appli- 
ance divisions. 

According to an announcement by 
H. L. Andrews, vice president in 
charge of the A. and M. department, 
the traffic appliance divisions are sepa- 
rated into heating device and fan divis- 
ions, and the clock division. Simul- 
taneously Andrews announced the 
engineering, manufacture and sales of 
sunlamps, heat lamps, heating pads and 
electric heaters of the plug-in type 
were transferred from the heating de- 
vice and fan divisions to the pioneer 
products division. 

Andrews’ announcement stated that 
M. B. Ross, formerly sales manager of 
the traffic appliance divisions, was 
made manager of the heating device 
and fan divisions; R. O. Fickes. form- 
erly in traffic appliance sales, was ap- 
pointed to the post of manager of the 
clock division. 

Other announcements included the 
appointments of George E. Mullin, Jr., 
as sales manager for the electric sink 
and cabinet division, R. E. Boian, 
sales manager of heating devices, and 


C. R. Thorson, sales manager ot 
clocks. 
Stromberg-Carlson 


Lloyd L. Spencer, vice-president and 
general sales manager of the Strom- 
berg-Carlson Co., has announced the 
appointment of David S. Cook of 





DAVID S. COOK 


Rochester, N. Y., as sales promotion 
manager for the company. In his new 
capacity Mr. Cook will work directly 
under Stanley H. Manson, manager oi 
public relations, advertising and sales 
promotion. 


NOVEMBER, 


R. O. FICKES 


G. E. MULLIN, JR. 


Apex Electrical Mfg. Co. 


A. C. Scott, vice-president in charge 
of sales of The Apex Electrical Mig, 
Co., has announced the appointment of 
L. D. Stull as Western Division sales 
manager for Apex. Mr. Stull, whose 





L. D. STULL 


appointment is effective immediately, 
will direct sales of Apex washing ma- 
chines, ironers and vacuum cleaners, 
in eleven Pacific Coast states. 

Mr. Stull, formerly with Frigidaire 
Division of General Motors Corp. 
comes to Apex with a broad back- 
ground of sales training and merchan- 
dising experience. Mr. Stull’s West- 
ern Division sales offices will be located 
in the Furniture Mart Building, San 
Francisco. . 


Delco Appliance Division 


The appointment of Julian Warren 
as manager, advertising and sales pro- 





JULIAN WARREN 


motion, has just been announced by 
the Delco Appliance Division, Gener 
Motors Corp., Rochester, N. Y. Me 
Warren has been associated with th 
division for several years in sal 
and executive work. 
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TO THE OWNER OF THIS WINKLER STOKER 


you Sétl 
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MODERN LAUNDRY Conmnanss, ™e 
LAUNDERERS AND Dry CLEANER: 
302-512 South Nebraska Screet 
PHONE 68 
MARION, INDIANA 


1. S. Veet 
Lebanon, f 
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With evidence like this letter, it isn’t 
hard to convince a prospect that 
when he buys a Winkler Stoker he is 
not spending, but making money! 
Where else could anyone find so 
profitable an investment? 

Can you sell a product with this 
kind of money-saving record? Ag- 
gressive, hard-headed business men 
are invited to ask for further infor- 
mation on how to obtain a Winkler 
Franchise. Its assets include careful 
training in every angle of successful 
stoker merchandising. It includes 
participating rights in the Winkler 
Two-for-One Advertising Bonus 
Plan. Write today. 


SEND 
FOR THIS 
BOOKLET! 


It shows how the Winkler Two-for- 
One Advertising Bonus Plan gives 
you outstanding selling power. 


jelly ailomaltie STOKERS 


U. S. MACHINE CORPORATION «+ LEBANON, INDIANA 
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Newsweek 


Malcolm Muir, president and pub- 
lisher, and Theodore F. Mueller, vice- 
president and general manager, of 
Newsweek, announce the appointment 
of Arthur P. Hirose as director of 
promotion and research. Mr. Hirose 





ARTHUR P. HIROSE 


is resigning as director of promotion 
and market research, McCall Corp., 
publishers of McCall’s and Redbook 
magazines. He has been connected 
with the McCall organization for the 
past ten years. Prior to his work for 
the McCall Corp., Mr. Hirose was 
manager of the sales promotion and 
market analysis departments of Exrc- 
TRICAL MERCHANDISING and a group of 
McGraw-Hill publications. 


Admiral Corp. 


Admiral Corp., Chicago, has secured 
the services of Glenn Muffly of Spring- 
field, Ohio, as consultant engineer on 
refrigeration, according to L. H. D. 
Baker, vice-president in charge of the 
Appliance Division of Admiral. 

Muffly started as a consultant on 
mechanical products in the consumer 
goods field in 1923, and eventually be- 
came special representative of the gen- 
eral manager’s office of General Mo- 
tors. In 1931, the National Electrical 
Manufacturers Association appointed 
Muffly consultant on the Committee 
of Refrigeration Safety Codes. At 
about the same time, he was elected 


national president of the American 
Association of Refrigerating Engi- 
neers. 


Johnson to Midwest 


Ross D. Siragusa, president of Ad- 
miral Corp., announces the appoint- 
ment of Wallace C. Johnson as Mid- 
west regional manager. Johnson re- 





WALLACE C. JOHNSON 


signed recently as sales manager of 
the Radio Division of Vendo Co. of 
Kansas City. Before that, he was 
sales and general manager for the 
F. C. Hayer Co. 


NOVEMBER, 


Horton Mfg. Co. 


The Horton Mfg. Co., Fort Wayne, 
Indiana, announces the promotion of 
Willis M. Marshall to the manager- 
ship of Morton's Parts and Service 
Department. Mr. Marshall, who until 
this change was in charge of material 


WILLIS M. MARSHALL 


control in connection with Horton's 
Army Air Forces contracts, will also 
take an active part in sales. 
Previous to Mr. Marshall's affilia- 
tion with Horton he headed his own 
specialty distributing company for the 
inter-mountain region. 


Proctor Electric Co. 


Appointment of Thomas P. James as 
manager of the newly-created Special 
Goods Section of the Sales Department 
of Proctor Electric Co. was announced 
recently by R. M. Oliver, vice-presi- 
dent in charge of sales. 

Mr. James joined the Proctor organ- 
ization approximately six years ago. 
Previous to the war he served suc- 
cessively as district sales manager at 
Detroit and Columbus, Ohio, respec- 
tively. 


Bendix Home Appliances, Inc. 


J. S. Sayre, president of Bendix 
Home Appliances, Inc., South Bend, 
Ind., announces the appointment of 
W. F. Linville, of Dallas, Texas, as 
Director of Districts, in charge of di- 
visions and districts; distributors and 
dealer operations, effective September 
1. 

In the early twenties Mr. Linville 
was connected with the Henry L. Do- 
herty Co.—later he joined Easy Wash- 
ing Machine Corp. When Bendix 
Home Appliances, Inc., was started in 
1937 Linville joined the company as 








W. F. LINVILLE 


personnel manager. The next year he 
was given a district territory, and 19 
1940 he was promoted as Southwestert 





divisional sales manager, with direct 
charge of 16 distributor territories. 
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coming soon ; 


Get on your mark—get set! These two 
big-selling, profit-making Casco elec-— 
trical appliances are definitely right 
around the corner! Lay your plans now 
for capturing the immediate market—not 
with makeshifts, but with the sort of 
scientifically advanced products the 
public is bound to expect! 


S 
J 


UNUSUAL ELECTRICAL APPLIANCES 





CASCO PRODUCTS CORPORATION, BRIDGEPORT, CONN. 
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g CLOCK— 
ptpansbie in the air! 


FAR SHORTER 


one mile is 


RESS. 
CIFY AIR EXP 
ae your shipment the f 


NOTE TO SHIPPERS: 
Ship order when rt 
shipping — 


High-Speed Tool 


For Every Business 


With additional planes and space available for all urgent cargo, 3-mile-a- 
minute Air Express directly serves hundreds of U.S. cities and scores 
of foreign countries. And shippers nationwide are now saving an average 
of more than 10% on Air Express charges —as a result of increased 
efficiency developed to meet wartime demands. 


WRITE TODAY for “North, East, South, West’’— an informative book- 
let that will stimulate the thinking of every executive. Dept. PR-11, 
Railway Express Agency, 230 Park Avenue, New York 17, N. Y., or ask 


for it at any local office. 





Phone RAILWAY EXPRESS AGENCY, AIR EXPRESS DIVISION 
Representing the AIRLINES of the United States 
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Parker Rust Proof Co. 


Important changes in the officers of 
the Parker Rust Proof Co. are an- 
nounced by Williard M. Cornelius, 
who has voluntraily resigned as presi- 
dent of the company to become chair- 
man of the board. 

At a meeting of the board of direc- 
tors recently in Detroit, Mr. Cornelius 
announces, Van M. Darsey, technical 
and service director, was elected presi- 
dent, and a member of the board. 





VAN M. DARSEY 


Robert W. Englehart, secretary of the 
company, and A. C, LaRowe, manager 
of the Morenci, Mich. plant, also be- 
come vice-presidents. Glen E. Luke 
and Marlin C. Baker continue as vice- 
presidents and W. M. Cornelius, Jr., 
continues as treasurer of the com- 
pany. 

Van M. Darsey, the new president, 
has had an interesting career with the 
Parker Rust Proof Co. At Adrian 
College, Adrian, Mich., he majored 
in chemistry and twice won the Parker 
Rust Proof fellowship in 1926 and 
1927 ; graduated in 1927, and immedi- 
ately started work with this company. 
He worked his way through various 
technical and service jobs to become 
technical director of the company be- 
fore accepting the presidency. 


Philco Distributors, Inc. 


Appointment of Fred D. Ogilby, Jr., 
as general manager of the New York 
branch of Philco Distributors, Inc., 
and of Joseph Cohan as general sales 
manager was announced recently by 
Harold R. Sheer, vice-president and 
general manager of Philco Distri#bu- 
tors, Inc. 





FRED D. OGILBY, JR. 


Ogilby and Cohan for the past six 
years have been in charge of the Phila- 
delphia branch of Philco Distributors, 
Inc. Mr. Ogilby who has been con- 
nected with the radio industry since 
1923, joined Philco in 1931 as a sales- 
man covering Suffolk County, L. I. 


NOVEMBER, 


After a year as a sales manager in 
Brooklyn and Northern New Jersey, 
he became general sales manager of the 
New York Branch of Philco Distriby- 
tors, Inc. in 1937 and from 1938 to date 
he has been general manager of Philco 
Distributors, Inc., in Philadelphia. 

Mr. Cohan also entered the radio 
business in 1923 and from that date 
until 1936 he was a distributor sales. 
man for two of the leading distributors 
in the Philadelphia area. He joined 
Philco in 1936 as a salesman for the 





JOSEPH COHAN 


Philadelphia branch. In December 
1938 he was promoted to general sales 
manager of the Philadelphia branch, 
which position he has held for the past 
six years. 


National Union Radio 


Dr. A. M. Skellett formerly of Bell 
Telephone Laboratories has been ap- 
pointed chief engineer in charge oi 
research for National Union Radio 
Corp. 


Conco Engineering Works 


The appointment of Walter Sor- 
mane as general sales manager oi 
Conco Engineering Works, Mendota. 
Ill, has been announced by R. W 
Conkey, vice-president. Walter Sor- 
mane recently resigned as sales mat- 
ager of Schwitzer-Cummins Co., In- 
dianapolis, after being associated with 
that company for 12 years. Mr. Sor- 
mane is well known in the heating 
business, particularly in the stoker it- 
dustry, having been one of the pioneers 
of the small domestic stoker. 

Conco’s new merchandising program 


WALTER SORMANE 


includes a full line of time-tested a™ 
proven automatic heating equipmet 
for use with coal, oil and gas. The* 
products will be marketed through & 
clusive distributors and dealers ® 
ready established or to be appoint 
throughout the entire country. 
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Keep your eye 


on the 
RADIO HORIZON 





Lh 


‘NCORPORATED 






A new name in home radios is soon to appear. 





That name is LEAR. 











Lear home radios are entirely postwar in concept—un- 

hampered by prewar tradition. They have been planned 
and will be built with the full advantage of war-born 
radio developments. 


LHAR RADIO 


Address inquiries to LEAR, INCORPORATED, Radio Division, 
230 East Ohio Street, Chicago, Ill. 
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MEET A COMPANY THAT'S 





From one of the most modern plants in the industry 
with a streamlined assembly line 

that can deliver a crated Duchess Washer 

every two minutes—day and night— 

the APPLIANCE MANUFACTURING COMPANY 
will soon offer to dealers and distributors 

a real postwar profit package. 






This young, progressive company was organized in 1936 
for the exclusive manufacture of washing machines 
to be sold under established national brands. 


In 1941 the new Duchess Washer was introduced. 


Sales advanced so rapidly that we were 

among the larger volume washer manufacturers 
when wartime demands required complete conversion 
to the production of precision military equipment. 


@ As soon as conditions permit 

smart, new Duchess Washers 

will ride our assembly lines again. 

They will be completely redesigned— 

distinctively styled by one of America’s leading designers 
and engineered to set a new high standard ¢ 
of trouble-free, satisfactory service. 


Now is the time for you to get set with a company 
that’s going places in the washer industry. ‘ 
Write today for full details 

of the Duchess Plan for your territory. ¢ 


We pledge that Duchess Washers will maintain high 
quality standards at competitive, and profitable, prices. 





WASHERS 


APPLIANCE MANUFACTURING COMPANY ALLIANCE, OHIO 
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C. G. BRELSFORD Cc. P. MEREDITH E. E. McCAMPBELL 


Combustioneer 


Three new executive appointments 
for the Combustioneer Division of The 
Steel Products Engineering Co. of 
Springfield, Ohio, were announced re- 
cently by vice-president R. C. Goddard. 

Heading up Combustioneer’s ex- 
panded selling organization, C. P. 
Meredith has been appointed general 
sales manager for the Combustioneer 
Stoker Division. Until recently Mr. 
Meredith served as executive assistant 
in charge of post-war development of 
the company. 

New Combustioneer commercial 
sales manager is Homer E. McCamp- 
bell. He has been associated with vice 
president Goddard since 1926 in the 
pioneering days of Combustioneer, and 
since 1931 manager of the Service 
Department. 

New Manager of Combustioneer 
Service Department is C. “Gib” 
Brelsford, who transferred to the 
Stoker Division from the Mechanical 
Department of The Steel Products 
Engineering Co. in 1932. For the 
past 7 years he has been traveling 
service engineer. 


General Mills, Inc. 


Appointment of J. A. Sullivan as 
sales manager in the Home Appliance 
Department of the Mechanical Division 
of General Mills was announced re- 
cently by Harry A. Bullis, president. 

Prior to his recent military service, 
Mr. Sullivan was manager of the 
Small Appliance Section of the Mer- 
chandising Division of Westinghouse 
Electric & Mfg. Co. He came to 
Westinghouse in 1936 from the Robe- 
son Rochester Corp. with whom he 
had been associated for twelve years. 


Bendix Radio 


Jack C. Wilson has been appointed 
Pacific district manager for the Radio 
Division of the Bendix Aviation Corp., 
it is announced by William P. Hil- 
liard, general manager. From head- 
quarters in the San Francisco Mer- 
chandise Mart, Mr. Wilson will direct 
the introduction in the Pacific coast 
market, embracing Arizona, Idaho, 
Montana, Nevada and Utah along with 
the coastal states, of the complete line 
of Bendix home radio sets. 

In another recent Bendix Radio 
move, H. L. Baumgardner, former 
vice-president of the George W. Borg 
Corp., of Chicago, has been appointed 
district manager in the Central Metro- 
politan area which in addition to metro- 
politan Chicago also includes the state 
of Michigan, the Toledo trading area 
and part of northern Indiana. 
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Graybar Electric Co., Inc. 


Effective October Ist, J. P. Wear 
Jr. took over the duties of Graybar 
district merchandising manager with 
headquarters in Philadelphia. This 
district also includes branch houses z 





J. P. WEAR, JR. 


Allentown, Pa., Baltimore, Md., Har- 
risburg, Pa., Reading, Pa., and Wash- 
ington, D.C. Mr. Wear has been 
manager of Merchandising Depart: 
ment in the company’s Detroit District 
since 1928, and brings with him to his 
new assignment 24 years of experience 
in the merchandising of electrical ap- 
pliances. 


Graybar-Detroit 


Effective October first, V. K. Stal- 
ford will take over the duties of Gray- 
bar District merchandising manager 
in Detroit replacing J. P. Wear, Jr, 
who has been moved up to district 
merchandising manager with _heat- 





V. K. STALFORD 


quarters in Philadelphia. Mr. Stalford 
will supervise the distribution and sal 
of electrical appliances, radios am 
hearing aids throughout the entit 
Wolverine District which _ includes 
offices and warehouses in Flint a 
Lansing as well as Detroit. 
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“I’d like to do business with Henry. I’ve known him a long It is fortified by savings and diversified resources against 

time and when I heard he had joined up with the Osocold reconversion problems. 

Company I couldn’ t wait to give him an order. But—he tells me Celebrated for its pre-war appliance buying and the 
ee —he can only deliver two boxes a month —all his factory can sales records it gave to appliance manufacturers, it is 
d Wash- allow be And me a all persist oan ’ oe get going. “om today ripe for intensive sales work. Salesmen can cover 
ras been bones! And I need fifty. ‘Henry,’ I said, ‘you don't want to do it quickly. Dealers can be quickly developed. Salesmen 

Depart- business with me. My prospects won’t wait—and I can’t. 
t District ? sige : as and dealers can be backed up at one low cost by local- 
: hi I have to get going and a sample isn’t an inventory. 8 A i , a = 
im to his ized selling copy in a single powerful advertising medium 
ence . ° 
aaa ay * * m —the Chicago Tribune. 
In this market through the Tribune on weekdays you 

You can build a solid, loyal dealer organization by can reach one out of every three families in 756 cities 
K. Stal concentrating your distribution and selling in markets and towns of 1,000 or more population. On Sundays you 
of Gray- which past sales records and current analysis show are can reach practically every other family. 
beg in themselves big enough to take all or a major portion Growing with Chicago and the middle west since before 
> district of your output. the Civil War, the Tribune has a unique community 
th heat You may do business with fewer dealers when you position. It is the newspaper read and used as a buying 

follow this practical plan than if you were to try to sell guide in this market as is no other. It has marketwide 


everybody in the United States. But it isn’t the number 
of dealers you sell units to so much as the number of 
units you sell to dealers that will keep employment up 
in your factory and the curve going up in your sales 
chart. 


AMONG the big volume markets that reward your 
special attention is Chicago, compact and clearly de- 
fined by merchandising practice and consumer habit. 


CHICAGO TRIBUNE 


selling impact unmatched by any other medium. 


WHEN your post-war models start coming off the 
line, sell where the selling is g00od—in Chicago. And 
build your advertising program around the Tribune, 
the newspaper first with dealers because it is first 
with consumers. Rates per 100,000 circulation are 
among the lowest 
in America. 











— WORLD'S GREATEST NEWSPAPER 
neg September average net paid total circulation: 
beng Daily,.over 980,000; Sunday, over 1,300,000 
Flint a 
TRIBUNE TOWER, CHICAGO 11 + 220 E. 42nd STREET, NEW YORK CITY 17 + 155 MONTGOMERY ST., SAN FRANCISCO 4 
DISING 
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Ever since 1876—a year before Thomas A. 
Edison invented the phonograph—Voss Washers 
have been making records of safety, perform- 
ance, service and popularity. The exclusive 
features that have made Voss Washers out- 
standing in their field have constantly increased 
their popularity. Voss ‘“Electro-Safe’ Wringer 
—the World's safest—has banished the fear of 
serious wringer accidents; Voss sturdy, simple 
construction assures trouble-free service—which 
means more satisfaction for the owner and 
more net profit for the dealer. The post-war 
Voss will have features no other washer has— 
features backed up by the time-tested reputa- 
tion of nearly 70 years of washer manufacture. 
It will pay washer dealers to in- 

vestigate the record-making Voss 


for post-war profits and sales. \ 4 
\ 


VOSS BROS. MFG. CO. 


DAVENPORT ..-+- IOWA 
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SPONSORS SLOGAN CONTEST 
AS FALL PROMOTION 











VERD-A-RAY CONTEST RULES 


| are $1,000 in War Bonds 

n 2nd PRIZE 750 in War Bonds 
3rd PRIZE. . 500 in War Bonds 

4th PRIZE 250 in War Bonds 


NEXT 25 PRIZES. . 


1. Go to your dealer where entre 


100 in War Bonds 


y form will be given to you 


t obligation. Write 6-word lor tess) 


slogon descriptive of VERO-A-RAY. Purchase and use of 














ss 7 z= VERD-A-RAY might be of valve in making you familior with 
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Editors of consumer magazines and trade papers heard about Nesco post-war plans 
at a luncheon in New York City. Shown above left to right, Mary Reynolds, associate 
editor, Farm Journal; Ray Applegate, Applegate Advertising Agency, Muncie, Ind.; 
Maxine Livingstone, family home editor, Parents’ Magazine; Elizabeth Beveridge, home 
management editor, Woman's Home Companion; and Dale Karstaedt, advertising and 
sales Promotion Manager, Nesco. 


New Plant For Nesco 
Products Announced 


Michael Brady, vice president in 
charge of sales of National Enameling 
& Stamping Co., Milwaukee, Wis., 
stated at a luncheon meeting for the 
press in New York City, recently, that 
all electrical goods produced by their 
firm will be made at a new plant in 
Jacksonville, Ill. 

Mr. Brady pointed out that it will 
take anywhere from three to six 
months after the close of the war for 
the firm to get back into full civilian 
production, and that the electrical di- 
vision will probably be the last to get 
back. It was also indicated that they 
may make a pressure cooker in the 
future. 

Mr. Brady also predicted a bright 
future for the enamelware cooking 
utensil industry which has embarked 
upon an intensive campaign to return 
to high quality in its merchandise. The 
Enameled Utensil Manufacturers 
Council, with headquarters in Cleve- 
land, representing the industry will be 
the spearhead in a drive to re-educate 
the American housewife and sell her 
on porcelain enameled ware. Wartime 
technique will be reflected in post-war 
products, Mr. Brady stated, and con- 
centrated research in the field for the 
past two years point toward ‘the finest 
pieces of enamelware ever to appear 
on the market.” 


Home Program Plan 
Told Round Table 
Women 


At the first fall meeting of the Elec- 
trical Women’s Round Table in New 
York City, A. Sworn Goldman, direc- 
tor of marketing and research of The 
Archtectural Forum outlined the Com- 
plete House Program, wherein electri- 


cal household equipment, such as 
ranges, refrigerators, and automatic 
cycle washing machines, as well as 


other essential home operating equip- 
ment can be installed in a new house 
and financed under a single long-term 
real estate mortgage. 

“Basically, the Forum’s program in- 
volved upsetting two popular credos” 
according to Mr. Goldman: First, that 
electric home equipment cannot be con- 
sidered as part of, realty because it 
is not permanently attached to the 
structure; actually a door, lighting fix- 
ture and shutter can be removed as 
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readily as, for example, an automatic 
washer. And second, that this equip- 
ment cannot be financed under long- 
term mortgage because it will wear 
out before the rest of the house; actu- 
ally, paints, screens, linoleum have 
shorter life than a refrigerator.” 

According to this plan buyers of new 
houses in the post-war can purchase 
completely equipped homes for only 
a small increase in monthly payments 
on the original mortgage, instead of 
gradually obtaining equipment through 
a series of high-priced, short-term in- 
stallments. To date, 42 states have 
declared ranges eligible for insurance 
under the realty mortgage; refrigera- 
tors in 41 states; dishwashers in 40; 
garbage disposals in 34; and automatic 
washers in 18. 

The dealer, according to Mr. Gold- 
man, stands to profit by this plan by 
tieing in with local building and fin- 
ance companies. 


Automatic Drops Trademark 
“Laundry Queen" 


Post-war household washers manu- 
factured by the Automatic Washer 
Co., Newton, Iowa, will be designated 
by the original product name of “Auw- 
tomatic Washer,” according to an- 
nouncement by W. Neal Gallagher, 
the company’s president and general 
manager. The qualifying words, 
“Laundry Queen,” used in recent years, 
are being dropped. 

The original “Automatic Washer” 
trademark was registered in the United 
States Patent Office in 1920 and re- 
registered in 1940, and has been the 
exclusive property of the company 
since 1920. The original company was 
founded in 1908. 


Walker-Jimieson Holds 
Dealer Council Meeting 


Walker-Jimieson, Inc. heid _ its 
second dealer council meeting in 
Joliet, Ill. recently, attended by most 
of the radio service dealers in the 
Joliet district. 

Speakers included Russ  /imieson, 
manager of dealer sales; Ralph 
Walker, president; H. E. Bergdahl, 
national manager of dealer sales for 
the Crane Co.; Gus Larson, W-J sales 
staff; Walter Heiby, advertising mat- 
ager; Paul Chauncey technical di- 
rector and manager of sound communt- 
ication sales; Bob Johnsor, display 
manager of the Commonwealth Edi- 
son Co. 
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20 MANUFACTURERS 


will make Gas Ranges bearing 


this SEAL OF APPROVAL 


A-B STOVES, INC. 
AMERICAN STOVE CO. 
CALORIC GAS STOVE WORKS 
CRIBBEN & SEXTON CO. 
DETROIT-MICHIGAN STOVE CO. 
THE ESTATE STOVE CO. 
GLENWOOD RANGE CO. 
JAMES GRAHAM MFG. CO. 
GRAND HOME APPLIANCE CO. 
HARDWICK STOVE CO. 

A. J. LINDEMANN & HOVERSON CO. 


O’KEEFE & MERRITT CO. TRADE-MARK OF THE ASSOCIATION OF GAS 
ROBERTS & MANDER STOVE CO. APPLIANCE AND EQUIPMENT MANUFACTURERS 
GEO. D. ROPER CORP. This is the Seal of Approval you will see spot- 
STANDARD GAS EQUIPM'T CORP. lighted in model homes and showrooms all over 


THE TAPPAN STOVE CO. 


the United States and Canada. For Gas Ranges 
WESTERN STOVE CO., INC. 


bearing this Seal will be built to the newest and 
highest performance specifications of home econ- 
omists and engineers—and pretested by world 
famous laboratories to provide a certified buying 
guide. And it is the buying guide women will 
look for—$6,000,000 is being spent to tell them. 


For complete information about Gas Ranges bearing the "CP” Seal, 
ask your dealer or Gas Company or write Association of Gas Appliance 


IN CANADA 


CLARE BROS. & CO., LTD. 
GURNEY FOUNDRY CO., LTD. 
MOFFATS, LTD. 











Fee 
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and Equipment Manufacturers, 60 East 42 Street, New York 17, N.Y. 








Chromalox Super- 
Speed range units and 
parts available with- 
out priority — under 
WPB Order L-65. 


EDWIN L. WIEGAND CO. 


7525 Thomas Blvd., Pittsburgh 8, Pa. 





| television set on the market. 
| feel that the family has got to be sit- 
| ting down while looking at television, 





FUEL OIL CONSERVATION 
Offers YOU New SALES OPPORTUNITIES 


Install A-P THERMOSTATIC TEMPERATURE 
CONTROLS on ALL Oil Burning Space Heaters 
using A-P Model 240-DR or UR Manual Controls 


Unless you show them how 
to get more heat, more 
steady comfort out of 
available fuel oil, many 
space heater users in your 
community will be cold 
early next spring, because 
of needless overheating 
and fuel waste. 


Here's your chance to 

make many staunch 

friends, an opportunity to 

serve — and SELL. Get 

in touch with all your past 

heater customers. Tell 

them how the addition of an A-P 
THERMOSTATIC TEMPERATURE 
CONTROL SET to their present heat- 
er will help stretch fuel oil enough to 
take them over the “hump.” 


Complete Sales Package — 
Easy to Install 


The A-P Thermostatic Temperature 
Control Set is a complete sales pack- 
age, including an Electric Auto-Heat 
Conversion Top for installing on top 
of present manual controls, an accu- 
rate wall thermostat, tranformer, 


wiring, staples and full instructions. 
It's easy and simple to install on most 
oil burning space heaters, inexpensive, 
more than pays its cost in fuel sav- 
ings and steadier comfort. No priori- 
ties needed. 


Tie in NOW on this vitally essential 
program—for ready extra sales! Write 
for bulletin and prices on A-P Ther- 
mostatic Temperature Control Set 
No, 240-ED. 


AUTOMATIC PRODUCS COMPANY 


2400 N. 32nd St. © Milwaukee 10, Wis. 


DEPENDABLE 
OIL CONTROL VALVES 
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| tinue to do so. 


| Sears won’t do. 
| gerator was sold one night to a hus- 


One Dealer’s Slant on 
Radio and Television 


for television sets? What repair parts 
are needed?” 

“How would you sum up the television 
outlook for retailers?" 

“First they need some way of demon- 
strating at any time. Possibly a dealer 
could have a film that he could run off 
for his customers. Then next, St. 
Louis must have television programs 
that are good enough to cause the cus- 
tomer to feel that he or she is getting 
his money’s worth. Next, we need to 
know a lot about servicing them, be- 
cause they won’t stay put unless they 
give satisfaction and then something 
reverts as you know, it always comes 
back on the dealer. Another thing, 
we wonder if television will suffer 
from the curse of the radio business. 
As you know, for many years radio has 
brought out new models in July for 
the holiday season. These would sell 
for 40 percent off in January. We 
wonder if television will do the same 
thing ?” 

The South Side Radio boys wonder 
if there is going to be a good table 


They 


so one that goes in the breakfast nook 


| will be a good number. 


Optimistic on Radio 


The salesmen are optimistic about 
future radio prospects. They sold 
around 410 radios during the Christ- 
mas of 1941 for $150 apiece, and found 
a great liking for models that play 
records. This holdover will account 
for a lot of very nice stuff after the 
war, particularly in the record changer 
type. Short wave will not mean much 
in future sales, they feel, because 


| foreign reception is no good, even if a 


few of the returning soldiers and sail- 
ors may like to listen to it. Better 
table sets are going to be sold after 
the war as families are discovering 
that they use these more than the living 
room console. Ralph Crancer doesn’t 
think that dealers will handle exclusive 


| lines in radio, although they will 


in other major appliances. (Cran- 
cer specializes on Frigidaire only). 


Store Handles Furniture 


The South Side Radio store today 
carries a lot of furniture and will con- 
Next door to Sears 
Roebuck, the firm believes that it gets 


| a lot of floor trade without advertising 


and specializes in doing things that 
For example, a refri- 


band and wife who both work. One 
member of the family was going to be 


| home between 2 and 3 o’clock Satur- 


day. Crancer spotted that refrigera- 


tor in that home on the hour. Because | 
it gives him an advantage, he has no | 
hesitancy of sending service men out | 


in the evening or times that accom- 
modate the customer. He feels that 
this is the correct way to compete with 


| chain store selling. 
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THE BEST 


is always worth 
waiting for... 


OW—wait a minute! We’re 

talking about the Manning- 
Bowman ‘‘Toaster-with-the-Test- 
er.’’ This famous favorite, like all 
the other appliances in the M-B 
line, will be back one of these days 
(soon, we hope). And, like all the 
rest of the line, it’s well worth 
waiting for. 


There’s a mighty sweet picture 
ahead for Manning-Bowman deal- 
ers. More homes needing more 
electrical appliances than ever 
before. More money to spend, and 
more desire for the Manning- 
Bowman kind of top quality! 


That’s why we’re making this 
little suggestion to all our dealers: 
PIN UP the gal in this ad to remind 
you that the Manning-Bowman line 
will PIN DOWN those extra-profit, 
quality sales in the days to come. 
Remember, the best is always 
worth waiting for and... 


Milanning 
Bowman 


Mleans Best 


MERIDEN, CONNECTICUT 


KEEP ON BUYING WAR BONDS 


ELEC 
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ELECTRICAL PRODUCTS ADVERTISED 
IN WOMAN’S HOME COMPANION 


One look — and any straight- 


A. C. Gilbert Appliances | thinking retailer will know what 


Blackstone Laundry 


to do! For millions of women will 
Cory Coffee Maker 





Easy Spindrier Washer read about these products in the December 
Foley Food Mill 


Frigidaire Companion. Products advertised in 





G. E. Home Laundry 


women’s magazines move even faster 
Maytag Washers & lroners 


Manning Bowman Percolator 
and Table Broiler 





when you display them. So use a 


Nesco Roasters 

Silex Coffee Maker 
»T Silex Electric Iron i Companion’s service pages when 
rth Singer Sewing Machine 


copy of the Companion or the 


ood Sunbeam Mixmaster you set up your displays. 


e're Universal Appliances 
ing- 
Test- 
e all 
M-B 


Vaculator Coffee Maker 





— Westinghouse Electric 
. 
ie Home Appliances 


*ture 
deal- 
nore 
ever 
, and 
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lers: 
mind 
n line 
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WOMAN'S HOME COMPANION 
250 PARK AVENUE, NEW YORK 
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Attend the January 


1945 HOUSEWARES 
and 
MAJOR APPLIANCE 


CHICAGO 


7 to 12th 











SOME EXHIBITORS 
MIGHT EVEN HAVE 
MERCHANDISE! 


... At least there is indication of some merchan- 


dise being available—however it’s a hope and 
not a promise on our part. We'll make no attempt 
to tell you about conditions in the industry—you 


know as much about it as we do. 


But we do promise that ALL the leading manufac- 
turers will be exhibiting! So save time, money and 
traveling problems by attending this CHICAGO 
SHOW. You owe it to yourself to be in ‘‘on the 


know” as to what is being planned in the industry. 


Most exhibitors now have concrete plans, post 
war models and sales ideas that will mean future 
dollars to you. RECONVERSION is in the wind, so 
steal a jump on your competitors and be sure you 
are included in the big national promotions that 


are now being hatched. 


HOUSEWARES 
MANUFACTURERS 


ASSOCIATION 


(Inc. Not for Profit) 


ASSOC. OFFICES .. 222 North Bank Drive, Chicago 54, Ill. 
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| Besides handling all the bookkeeping, Mrs. 


| the radio repair jobs himself, without 





Furniture 
Doesn’t Fit 


mmm CONTINUED FROM PAGE 39 





as many “rebuilds” as he can put to- 
gether. To further this program he 
insists on a trade-in whenever a cus- 
tomer purchases a rebuilt set or appli- 
ance. All usable parts are immediately 
salvaged for future rebuilds. 


Loans Appliances 


An innovation he now also plays to 
the limit is an offer to old customers 
of the loan, at no extra charge, of my 
appliance while his own is being re- 
paired. For this reason Michaels re- 
fused to part with the last of the wash- 
ers, radio-player combinations, vacuum 
cleaners, etc., he still has on hand. This 
loan idea, Vocaturo asserts, relieves the 
pressure of hurrying on repairs and 
eliminates much of the customer nag- 
ging for delivery which drives many 
dealers frantic. 














Vocaturo also watches over the sales floor 
so her husband can concentrate on repairs. 


Currently, Michael handles most ot 


any outside help. Washer, cleaner and 
table appliance repairs also come to his 
bench but all refrigeration calls are 
farmed out to a specialist in that partic- 
ular game. If the service falls under 
the sales guarantee, Vocaturo pays the 
freight, otherwise the bill rendered by 
his repair agent falls to the appliance 
owner, 


Display Fioor Too Small 


Specifically, the reason furniture 
does not prove a profitable wartime line 
ior Michael’s, in his estimation, is that 





he does not have near sufficient space to) 
display it properly. The sales floor is} 
22 x 45 feet. Along with furniture, he| 
also took on baby carriages, from per-| 
imbulators to strollers (if there is any| 
difference) including special hooded) 
jobs for the neighborhood aristrocracy. 
When he tried to display the whole 
works, he quickly wound up with nice| 
furniture sets stacked from 
ceiling against a backdrop in the rear 
of the store of case upon case of furni- 
ture still to be opened. 

Had it moved twice as fast, it still 
would have been twice too slow for 
Vocaturo. Looking ahead to post-war, 
he now says there won’t be a single 
stick resembling general household 
furniture in the place. It will be strictly 
a center for electrical appliances and 


floor to} 





radios. 
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In the future, as in the past, you can 
count on: 


eThe SAME Company Policy 
eThe SAME Top Quality 
e The SAME Distribution Channels 











House Beautiful 
Good 
Housekeeping 
Ladies’ 
Home Journal 
sy American Home 
4t Bride’s Magazine 
Woman’s Home 

Companion 


The juicer that 
gets ALL the 
juice,without 
rind-oil, pulp, 


or seeds. 


Trade Mark 

: Opens cans of all 
shapes, and sizes, 
leaving smooth bev- 
eled edges. 


Ice-O- Mat 


ow Easily crushes 
cubes or lumps, 


fine or coarse. 






For steaks, 
chops, fish or 
fowl. Only 
adjustable 


electric 
broiler made. # 


MANUFACTURING COMPANY 
KANSAS CITY MISSOURI 
Miginalals 
FIRST with an Electric Chicken Fryer 
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25 MAGAZINES! OVER 46,000,000 
MONTHLY CIRCULATION! INCLUDING: 


Liberty « Life - Cosmopolitan - Saturday Evening 
Post - Ladies’ Home Journal »- Women's Home 
Companion + American + Good Housekeeping 
American Home - Country Gentleman + Ameri- 
can Weekly - True Romances - True Experiences 
Photoplay 

Radio Mirror 

True Confessions 
Motion Picture 
Modern Screen 
Screen Romances 
Modern Romances 
Movieland 
















Backed by the 
GREATEST 


AD CAMPAIGN 


ever put behind any 
coffee maker! 
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Everybody wants a new farm locker 
plant! Many will get a new BEN-HUR, 
because it’s the “last word” in modern 
beauty AND pre-tested freezing and 
Storage efficiency. . 

How do we know? Because Ben-Hur is 
putting the “works” inside of those 

















at goes on here 


Why test farm lockers 
everybody wants? 





We, 


LZ 
<M, 
0% 








beautiful cabinets through really tough 
tests in its laboratory first. 

So — if the farmer’s wife is smiling 
proudly, and the salesman looks pleased, 
it is because those engineer chaps at 
the-top of the page look satisfied—and 
word has leaked out that the Ben-Hur 
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EVERY PART 


IS MADE 
BY RHEEM 


Every part that goes into a Rheem 
Automatic Water Heater is designed 
and built by Rheem... tanks, burners, 
controls—they’re a// made by Rheem. 


Rheem plants serve all markets— 
are strategically located from Coast 
to Coast, and from the Great Lakes 
to the Gulf. 


Rheem Automatic Water Heaters 
are made for all types of fuel—gas, 
bottled gas, electricity, oil and coal. 
They are moderate-priced and reli- 
able. 





Now available in limited 
quantities ... Rheem Auto- 
matic Electric Water Heater 





RHEEM 


MANUFACTURING COMPANY 


Executive and General Sales Offices 
New York . San Francisco - Los Angeles - Washington, D.C. 











—— Farm Locker really has the stuff—pre- : 
proven. And it means that the new Bayonne, N.J. Danville, Pa. Portland, Ore 
* IF YOU REALLY WANT TO KNOW — locker plant will stand up to Ben-Hur’s PLANTS rie : mote ty tah 
lcd Those Sauges in the picture tell many 30-year-old reputation for fine products. LOCATED Birmingham, Als. Houston, Tense Salt " City, be 
—- +r about Lae. motor JEALOUS OF YOUR REPUTATION. T = AT : Chicago, Il. New Orleans, La. Sparrows Point, Md. 
— & time, on-and-off periods, current mated i ihe. , TOO? M d, Rich: d, South G. i 
or umption — to tell us how well the If you're that kind of a distributor, we are aywood, Hichmond, ju ate and Stockton, Calif, 
: yaaion holds the cold, how efficient! ready to sign right now. Write — 
: mpressor unit operates, ho 
— to run = and many aeher tacts BEN-HUR 
ean § ac } :S 
you, mean Satisfaction to us, SALES to MANUFACTURING CO. 
NY a 634 E. KEEFE AVE., MILWAUKEE 12, WIS. | 
, 
a ™ FARM .¥ 
LOCKER PLANTS ~ 
a 
ISING 
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RUSSIA 


Threat...or Promise ? 


HEN this war is ended, two nations—the 

United States and Russia—will possess the 

bulk of the world’s military and industrial 
might. 

Whether this new situation will hold seeds of catas- 
trophe or of unprecedented opportunity will be deter- 
mined by policies... still to be formulated. 

If this concentration of power leads to a bitter 
struggle for supremacy, then the world will be turned 
into a giant munitions factory. 

If it is used cooperatively to maintain order, then, I 
believe, the stage is set for a long era of prosperity ... 
and peace. 

It is time that Americans, whether of the Right or 
the Left, face this basic issue squarely and open- 
mindedly. 


A A 
<> ~e 


nw w 

No group in this country has a greater stake than 
have business and industry in seeing that a satisfac- 
tory Russian-American understanding is reached. 

Without such an understanding there can be no 
reasonable hope for more than a temporary and in- 
significant reduction of our crushing wartime tax 
burden. If the threat of a clash between these two 
giants impends, neither bankers nor governments 
will run the risk of lending on a scale adequate to 
maintain international trade at levels necessary for 
our future prosperity. Potential international cus- 
tomers, instead of buying freely in open world mar- 
kets, will be forced—as during the dangerous period 
introduced by Hitler in the early 1930’s—into the trad- 
ing camp of whichever power they fear most. 

If, however, Moscow and Washington will agree on 
cooperative plans for maintaining the peace, Ameri- 
can business will enjoy enormous new trade oppor- 
tunities after the war. 


" ps4 a4 


Russia, during the three and one-half years since it 
was attacked by Hitler, has conclusively proved to a 
doubting world that it is a top-flight military power. 

Soviet railroads did not break down under the 
strain of war. 

Regions accounting for nearly 70 per cent of Stalin’s 
key industries were engulfed by the invading Nazis, 
but before they fell, Soviet management engineers 
performed a near miracle by transplanting entire in- 
dustries a thousand miles to the Urals with the loss of 
as little as four months’ production in many cases. 

Though American planes, trucks, and medical sup- 
plies have been welcomed by Moscow, fairness de- 
mands the admission that more than 98 per cent of 
American production has not gone to the Russian 
front. 

Russian planning and Russian equipment won the 
victories of Leningrad, Stalingrad, and the Caucasus. 


A 


But these measures of Soviet military strength— 
indicative as they are of an unsuspected economic de- 
velopment — fail to picture in adequate detail the 
startling potential of the Russian market after the war. 

Russia, for instance, has two and one-half times 
the area of the United States. 

It has a population of nearly 200,000,000, and this is 
increasing at the rate of 2,500,000 a year. 

And statistics just released show that Russia has 
three times as many youngsters under 16 as has the 
United States. This is a measure both of war potential 
and of a vast commercial market. 

And remember that in no part of the world before 
the war was per capita production rising as rapidly 
as in the Soviet Union. 


te t t 


German armies occupied a region in Russia roughly 
equivalent to the territory in the United States north 
of Richmond, Virginia, and east of the Mississippi. 

This huge area—with its counterparts of Pittsburgh, 
Buffalo, and Bridgeport; of Illinois corn fields, New 
York dairy farms, and Maine potato harvests—was 
twice subjected to the most withering destruction; 
first by the Russians themselves when they retreated 
before the Germans, and then by the Germans when 
they withdrew before the victorious Russians. 

As a result, 30,000,000 people are in urgent need of 
complete reoutfitting. They need houses and shoe 
laces, trolley cars and baby carriages, tractors and 
livestock, hydroelectric plants and electric light bulbs. 

Many of these needs will be met at home. It is 
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doubtful, for instance, if Moscow will import cooking 
utensils or sewing machines, for many of Russia’s 
huge war factories can quickly be converted to peace- 
time production of such consumer goods. 

But for the rebuilding and expansion of her indus- 
tries Russia looks to the United States for equipment. 

Soviet representatives already are in this country 
with authority to negotiate for technical men and the 
equipment necessary to rebuild the great Donbas coal 
mines according to the most modern American 
methods. 

It is important to remember that Russia’s whole 
iron and steel industry, its non-ferrous mining and 
processing, some of its chemical production, much of 
its coke roasting and gas recovery, practically its en- 
tire automobile and tractor industry, and the largest 
of its hydroelectric plants, are based on American 
machinery and processes. 

It is known among manufacturers that Russia re- 
cently has asked for bids on shipbuilding equipment, 
construction and roadbuilding machinery, alloy steels, 
textile machines, plastics, and a long list of rail, air, 
and water transport supplies. 


* i * 


The Soviet Union, however, has more than a re- 
habilitation job on its drawing boards. 

The first Five-Year Plan, which, as we all remem- 
ber, was completed ahead of time in 1932, was de- 
voted almost exclusively to heavy industry. Russia 
set out to build for itself the machines and the fac- 
tories which, in later years, could turn out, at home, 
modern equipment for a vast range of light industries. 

Stalin, when he inaugurated the second of his fa- 
mous Five-Year Plans, promised that before it was 
completed Soviet factories would begin to turn out a 
flow of consumer goods—ready-made dresses, canned 
foods, soap, cosmetics, shoes, kitchenware, automo- 
biles, telephones, and modern houses. 

But, by 1935, Moscow realized that Russia could not 
afford to enjoy such luxuries in the face of growing 
political tension in Europe. So, when the third Five- 
Year Plan was launched, there was no fanfare. Rus- 
sians continued to wear their old clothes, to eat what- 
ever simple food was available, and began grimly to 
build the industries which ultimately produced 
enough tanks, planes, and guns to turn the tide of 
battle at Stalingrad. 

It is characteristic of Moscow that even before the 
last battles with the Nazis are over, Russia is planning 
to pick up its Five-Year Plans where the war had 
interrupted them. 

Invitations to participate in a permanent exhibition 
in Moscow already have been mailed to American 
manufacturers. Soviet officials want their public to 
see samples of our new machine tools, aluminum and 
alloy products, oil-drilling machinery, bulldozers, and 
prefabricated kitchen equipment. Russia already is 
projecting specific plans to resume the job (1) of 
making the country an industrial giant comparable 
to the United States, and (2) of making life more 
pleasant for a long-suffering people. 

* * * 

What is the measure of this postwar market in the 
Soviet Union? 

Some estimates place the total quantity of goods 
which Russia might take from the United States dur- 
ing the first two or three years after the war as high 
as $5,000,000,000 a year. Then, as Russian industry is 
restored, imports from the United States might taper 
off perhaps to $2,000,000,000 a year. 

Actually, these estimates are far too optimistic, un- 
less the United States is prepared (1) to help Russia 
pay by buying vast quantities of Soviet raw mate- 
rials, and (2) to provide large credits to handle the 
purchases during the first few years of rehabilitation. 

The relations of American exporters with Russia 
during the period covered by the three Five-Year 
Plans have been eminently satisfactory. Moscow has 
met all of its obligations punctually; fifteen years of 
experience have reduced contract forms to the point 
where they cause a minimum of misunderstanding 
between the Russian representatives and the Ameri- 
can producers; individual American companies with 
extensive prewar experience in handling Soviet busi- 
ness already are offering large credits on initial post- 
war orders though these may yet be replaced by large 
government credits at lower interest rates. 

But the volume of trade with Russia after the war 
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hinges upon Moscow’s ability to pay. Never before ty 
war did the United States buy more than $30,000, 
of goods a year from Russia. As late as 1938, Sovijs 
exports to this country amounted to as little , 
$23,500,000, far less than enough to pay even th 
service charges on the credits which would have 
be extended in connection with exports of several hij. 
lion dollars a year. Only South Africa produces mo, 
new gold each year than the Soviet Union. But th 
United States does not want gold; more of it wou 
only complicate the problem of controlling prices hep 

If the United States, however, is to achieve, after th 
war, the high level of national income which is nee. 
sary (1) to keep our expanded factories in operatic, 
and (2) to service the national debt, it might abso; 
from $90,000,000 to $100,000,000 a year of the kind ¢ 
goods bought from Russia before the war—furs, tin. 
ber, manganese, chromium, and handicrafts. But wy. 
less this volume of purchases from Russia can 
boosted by another 000,000 annually, credits ¢ 
the size necessary to fill immediate Russian nee 
could not be serviced without large supplement 
importations of undesirable gold. 

The nub of the situation is that Russia offers an e. 
traordinary potential market particularly for oy 
heavy industries which have grown so enormou) 
during the war. But if this sales outlet is to materi:). 
ize, then the United States must find a way to impor 
from Russia (or from Russia’s debtors if any) fron 
ten to twenty times as much as we did before the wz. 
Instead of merely going after the export busines 
American businessmen must explore with the Ry. 
sians the possibility of buying bigger supplies ¢ 
Soviet products. 


* * * 
But more than the Russian market itself hings 


upon sound cooperative action by the world’s tw 
leading military-industrial nations. 


It’s 

















If trade between them is held to a minimum andi 
relations are strained, the flow of trade all over ty 
world will be adversely affected. 

Europe, long this country’s biggest export outle 
certainly will never take the bold steps necessary » 
reconstitute its economy on a peacetime basis j 
Russia and the United States drift into a race fr 
military supremacy. 

The Balkan states, which may be industrialized} 
Moscow in order to reduce their dependence on Ge- 
many, and the Arab world with its huge need fr 
transportation, irrigation, and sanitation, will not dx 
accept American credits or make big contracts wit 
American engineers if Moscow frowns on the dea 

And refusal of Russia and the United States to wart 
cooperatively to maintain the peace would killa 
their present embryonic stage, all dreams of a va 
industrialization program for China. 


* w axe 


The opportunity to make a major change in t¥ 
trade map of the world and at the same time 
achieve a sharp rise in our own standard of living 














before us. 

It demands of American business leaders the kis! 
of boldness and imagination that their predecessi’ 
displayed when they pioneered this country’s w 
known West. 

It demands realistic action by men who know tht 
the solution to this country’s real foreign trade pri 
lem under today’s conditions lies in boosting impo 
not exports alone... men who are not afraid of bem 
paid for what they sell. 

It calls for leaders who will approach Moscow a 
other major customers at once with constructit 
plans that would parallel in scope those on whit 
this country is waging war... leaders who will ma 
it clear at the outset that this bid for cooperati' 
action emphatically demands that each nation sh 
have complete freedom to determine its inter 
political and economic organization without int 
ference from the other. 

It is this caliber of leadership upon which % 
future hinges. 





' President McGraw-Hill Publishing Company,! 
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urs, tim But the heating element must first produce heat by its 
a electrical resistance properties; then it must withstand the 
coll effects of its own heat. In addition, it must resist physical 
an need and chemical deterioration, in order to stand up through 
olementd long, continuous service. 
me Its proved ability to generate required heat and resist 
eal life-shortening enemies has made NICHROME™ the fore- 
ormous) most heating element alloy favorite of leading 
materia manufacturers. 
to 7° In the keenly competitive post-war period, be sure you 
my done handle products which have a profitable sales story of 
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applies ¢ in heating elements. 
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ee tew windings for old cores, DC and AC windings—to test armature windings, 
a test induction motors, etc., etc. One book is full of trouble-shooting charts that show 
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TiME TO TALK TURKEY 


Distributor and dealer franchises are being established Nation- 
ally and Internationally fer the tional new R dio. Get 
your share by writing to the Wilcox-Gay Corporation for infor- 
mation and plans for i ing the pl of home recording 
to millions. Home recording discs now available. 
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McGRAW-HILL BOOK CO., 330 W. 42 St., New York 18, N. Y. 

Send me for ten days’ free examination the Blectrical Maintenance and Repair 
Library. If satisfactory I will send you $1.00 in 10 days and $2.00 monthly until the 
Price of $15.00 is paid. If not wanted I will return books postpaid. (To insure prompt 
shipment write plainly and fill in all lines.) 
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- « » FOR BETTER 
WORKING CONDITIONS 


- TO IMPROVE 
PLANT EFFICIENCY— 









Au propeller type 
air circulating fans have many ap- 


FURNISHED IN 5 DIAMETERS plications for providing fresh air 



































Fan Size CFM. HP. in confined enclosures—removing 
22” 3,800 V/, stale, excessively hot, or dust-laden 
30” 7,100 V4 air; fumes; smoke; etc. Available 
36” 9,000 Ya on priority ratings for reasonably 
. an A prompt delivery. Plan your re- 
te rob is quirements ahead. Now is the 
48” 15,050 "> time to schedule summer installa- 
48” 18,000 ¥, t10Nns. 














Write us direct or contact your nearest jobber. 


OHIO 
S$ OF FURNACE 
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Engineers and fabricators of general Air Handling Equipment 
Single Inlet and Double Inlet Blowers ® Propeller Fans ® Accessories 
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How big will the home freezer market be? The indus- 
try believes about one million units will be sold the 
first year after victory. Freeze-All advance consumer 
advertising, just breaking, has already brought many 
thousands of mailed inquiries. Any personal survey 
you care to make will be amazing proof of the size of 
this great ready made market. A lot of men are going 
to make a Iot of money on home freezers ... and on 
Freez-All home freezers in particular. Let us send you 
complete information. Dealers are now being fran- 
chised, so please write today. 


FREEZ-ALL DIVISION 
Portable Elevator Mfg. Co. 
Dept. T20 Bloomington, Illinois 


Eve CTRICITY = Aa 
For Any Job—Anywhere if 


Reliable, economical electric service is | 
yours anywhere, anytime with an Onan 














POWER AND LIGHT FOR EVERY NEED 





Electric Generating Plant. From the 65 basic over 
models, the right plant for any job or appli- 900 
cation, large or small, can be selected. 200: 

7 e- 
Driven by Onan built, 4-cycle gasoline in serv'© 


engines, these power plants are of single- 
unit, compact design and sturdy construc- 
tion. Suitable for all mobile, stationary or 
emergency service. Model range from 350 to 
35,000 watts. A.C. types 


Model shown is from W2C 








115 volf powered by water ; 
cooled 2 cylinder Onan built 60, 180 cycles, single or 


engine. 


800 cycle, single phase; 
also special frequencies. 


D.C. types range from 6 


age types available. 


Write 


for engineering 
assistance or 
detailed literature. 





3233 ROYALSTON AVENUE, D. W. ONAN 
MINNEAPOLIS 5, MINNESOTA and SONS 
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series 2 and 3-KW 60-cycle from 115 to 660 volts; 50, | 


three-phase; 400, 500, and | 


| 


to 4000 volts. Dual volt-| 
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LEGAL NOTICE - oh, / / e f 
é 
STATEMENT OF THE OWNERSHIP, MANAGEMENT, 
cme ae é ETC., REQUIRED BY THE 
i CONGRESS OF AUGUST 24, 
1912, AND MA 1933 A. 
* Of Electrical Merchandising, published Monthly at 
Albany, New York, for October 1, 1944. 
i] State of New York : ; 
155 County of New York _ co 
145 Before me, a Notary Public in and for the State and 
county aforesaid, personally appeared Joseph A. 
8 Gerardi, who, having been duly sworn according to 
113 law, deposes and says that he is the Secretary of the 
Md McGraw-Hill Publishing Company, Inc., publishers of 
138 Electrical Merchandising, and that the following is, 
ver to the best of his knowledge and belief, a true state- 
ment of the ownership, management, etc., of the afore- ca 
said publication for the date shown in the above 
> caption, required by the Act of August 24, . as 
135 amended by oo PrA - Match 3, 1933, w.' in 
section 537, Postal Laws and Re sgulations, to wit: 
5 | . That the name and addre ss of the publisher, edi- 
’ on managing editor, and business managers is: Pub- 
57 APPROVED BY UNDERWRITERS lisher, McGraw-Hill Publishing Company, Inc. ; Editor, FINEST HOME JUICER 
150 3-30 amp 125 volts ~ se a ae Ro Wray: = 
> a t+) es! ni st., New or yity siness 
34 Manager, None. : 
! J : 
2. re ~ the garner is: peoGrew- -Hill peng = Yes! JUICE KING is the name the 
pany, Inc West 42nd Street, New Yor ity. : : ' ; 
a —— holding 1%. or mere ¢ a 7 HH. American Housewife recognizes in 
raw; James cGraw, ; James cGraw, ee - ‘ Py a 
119 Jr., ae W. McGraw and awa 8S. Wilsey, 7 home puicers, Consistent national ad 
for: H. . McGraw, J. H. McGraw, Jr., D. C. Me- °° 4 : 
Craw CW. McGraw; Curtis W. McGraw’, Donald &. | vertising has been telling her of JUICE 
122 ang ln on ~ West 42nd gg Mg P . KING’s reat convenience smart 
City; Edwin S. Wilsey and Curtis W. McGraw, Trus- ; , +, oe 
158 tees for J. H. McGraw, "ord, Madison, New Jersey; 8 : 4 ar 
dred W. McGraw, Madison, New Jersey; Wilson C. appearance. . mechanical superiorit 
| 
58 Laucks, Spruce and Canal Sts., Reading, Pa.; Grace W. 
127 Mehren, 73 No. Country Club Dr., Phoenix, Ariz. ; JUICE KING is the home juicer die 
| Margaret ans 1418 Rose Virginia Rd., Wyomissing ill b at gf postwar 
| Park, Reading, Pa. wi é€ aSKiIn or, ° 
101 2. That the known bondholder mortgag i 
3. mdholders, mortgagees, and Be read make our 
other security holders owning or holding 1 per cent y y 
a | ‘o—- | total om of “bonds, mortgages, 0! plans now for featuring 
other securities are: None. 
| - 
a | 4. That me two paragraphs next above, giving the JUICE KING. 
} names of the owners, stockholders, and security hold- 
om, if any, contain not only the list of stoetibalders Watch for JUICE KING 
| and security holders as they appear upon the ks d ently Tee 
| of the company but also, in cases where the stock- advertising in: 
109 | hol Ider or security holder appears upon the books of Good Housekeeping 
156 | the company as trustee or in any other fiduciary rela- Ladies’ Home Journal 
128 tion, the name of the person or corporation for ‘ 
137 whom such trustee is acting, is given; also that the Better Homes & Gardens 
said two paragraphs contain statements embracing 
157 affiant’s — knowledge and belief as. pA circum - 
stances and conditions under which stockholders and 
158 security holders who do not appear upon the Oks 
158 of the company as trustees, hold stock and securities 
119 Your customers will like these | = gee d — than that of a — ge Et 
. b and this affiant has no reason to believe that any 
T > other person, association, or corporation has any 
95 fuses. They are easy to handle interest direct or indirect in the said stock, bonds, 
73 and have an insulated grip. or other securities than as so stated by him. 
156 Ratings can be read at two | asainihibiiieiinics A. G sERARDI. Searetary. 
: : . cGRAW-HILL UBLISHING co ANY vc. 
points n the fuse link seen Sworn to and subscribed before me this 28th day of 
_« through a magnifying lens win- | September, 1944. ' ;, NATIONAL DIE CASTING COMPANY «+ 600 N. Albany Ave., Chicago 12, Illinois 
a dow and on the contact rivet at co? a P cag pom a 
My commission expires March 30, . 
the base of the fuse. 
144 G-E Pyrex Plug Fuses are made 
- of the finest materials and will 
153 five lasting protection. They 
121 have a cold-molded base which is PROTECT 0 SHIELDS 
152 keyed into the Pyrex top so that =U" 
116 there is little chance of turning 
86 and damaging the link. The shell 
i ae holding the Pyrex top and the 
}, 159 base together is staked securely 
‘ ® into the base. This construction | 
rr | provides safety in the use of the 
fuse. 
108} 
7I G-E Pyrex Plug Fuses are 
a ® packed in handy fuse dispenser 
118 cartons—five fuses to a carton. 
58 These cartons are ideal for users 


: because they can be tacked up 






































158 near fuse panels. They’ll help 
of you sell five fuses at a time too, 
= instead of just one or two. 
e- ; 
For further information see | 
99 | e 
a ff the nearest G-E Merchandise Desion d and On Switchboards ... Panel Equipment 
o. 158 Distributor or mail the coupon. g They Need 
i handised 
134 Hear the General Electric radio programs: Merc an LS tor 
148 ‘The G-E Ali Girl Orchestra’”’ Sunday 10 XCE ITE 
148 PM BWT. Be as Pe ae news UICK SALES 
very weekda 4 EW CBS 
i Q HOLLOW SHAFT NUT DRIVERS 
55 BUY WAR BONDS AND KEEP THEM 
158 "Reg. US. Pa: Thoroly proved on the counter. Mod- Point out to electricians and radio men the convenient 
67 : ernly artistic in design, these shields features of this XceLite development. It really gets into 
0 ee are expertly merchandised to sell on tight places. The hollow shaft slips over protruding studs 
31, 131 sight. A beautiful multi-colored dis- ‘ : r 
158 General Electric Company play is furnished each dealer. Molded The accurately machined socket accommodates two nuts. 
150 Section 11143-28 of unbreakable plastic and in a range Handle is made of genuine shock-proof plastic. Shafts in- 
155 ance and Merchandise Dept. of colors to harmonize with any wall sulated, if desired. Seven sizes, from 5/16” to %” (nut 
15! ridgeport, Conn. or wall paper. Retail—single size 25c sizes). Priorities required—sales restricted. For full details 
ER een eo eR each—double size 35c¢ each, with full ye ue D 
‘ON G-E Pyrex Fuses. discount. Order from your jobber. and prices write Dept. N. 
- GITS PARK METALWARE COMPANY 
is, 19 Address fee : ORCHARD PARK NEW YORK 
r Molding oration 
City State 
_ 4656 W. Huron St., Chicago 44, Illinois 
‘139 Canadian Distributor: Kahn, Bald & Laddon 
38 GENE Ty 69 York St., Toronto 
at RAL G@® ELECTRIC i | 
"158 Ufo) 1 
19 am ecivee, Savinge Danks, Games, silt sticks ete. BUY MORE WAR BONDS .. . KEEP THE ONES YOU BUY 
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$1.00 per line or fraction per 
$4.00. 


insertions. 





WHERE TO BUY 


Parts, Service & Accessories 


UNDISPLAYED RATE: 


insertion—minimum 
First line small black face type. 
10% full payment in advance for 4 consecutive 


Discount 
quest. 


—4 columns—48 inches to a page.) 


DISPLAYED RATE: 
$12.50 per inch per insertion. 


(An advertising inch is 7%” on one column 


Contract rates on re- 





SEARCHLIGHT SECTION 


(Classified Advertising) 
Employment Business 
SELLING MERCHANDIs¢ 

“OPPORTUNITIES” 


UNDISPLAYED RATE 
(Not available for equipment advertising) 
10 Cents a Word, Minimum $2.00. POSITION 
WANTED (full or part time salaried employmey 
only), % above rates, in advance. 
BOX NUMBERS—Care of publication New Yor 
Chicago or San Francisco offices count as |') words 
DISPLAYED RATE 
Rate: $8.00 per inch for all advertising other thy 
contract. Contract rates on request. AN \DVER. 
TISING INCH: %” on one column, 4 colw 








48 inches—to a page. Ey 








WASHING MACHINE REPLACEMENT PARTS & SUPPLIES 


= 
= 


Aerobell—Boss—Gainaday—Laundry Queen 
Suanysuds—Woodrow and Thirty Other Makes 
WRINGER ROLLS—LUBRICANTS—BELTS 
We have a PARTS JOBBER near you 


Address on request 


Walter A. Frantz 


dont 


1251 DUEBER AVE., S.W 


/¥ TRANTZ MANUFACTURI NG Ce canton 6, onI0 








Announcement: We have purchased 


* the entire business, 
oodwill, and property of the Standard Mercantile 
ompany, located at 1913 Washing Avenue, Houston 

10, Texas. This firm in the past, was operating 


a g ing an pores 
distribution for the state, and has been established 

ce 1924. In taking over this company, in con- 
junction with the washing machine parts and 
wringer rolis that we have warehoused in the city, 
we are in a very good position to supply trade in 
general for all washing machine and vacuum 
cleaner repair needs. We maintain a $50,000 stock 
and can supply the entire Southwest. Send in your 
orders now for Goodyear = \ med rolis and 

h parts 











ONE SOURCE OF SUPPLY 
1913 Washing Ave., Houston 10, Tex 
410 Marquette, Minneapolis |, Mina. 


|] fi Gr Gs fe 


VACUUM er ee ee co. 








SHEET ENCLOSED. 


mounted on board 


BUCKEY 


TESTER #1 FOR TESTING SHORTS With metal feeler 


ARMATURE TESTER 


For Vacuum Cleaners and Small Appliances 


Made of ELECTRICAL STEEL, COILS ARE IMPREGNATED IN BAKE- 
LITE, HAS MOUNTING LEGS, AND METAL FEELER. INSTRUCTION 


Tester will pay for itself by diagnosing your motor troubles and alse by saving 


many good armatures that are replaced, due to improper testing equipment. 


$8.50 NET— 
Ship. Wot. 5 Ibs, 


TESTER #2 FOR TESTING SHORTS, GROUND AND 
OPENS With metal feeler, test leads, bulb switch, all 


$11.50 NET— 
Ship. Wet. © ibs. 


ALL TYPES OF ARMATURES AND FIELDS REWOUND 


FREE: Our illustrated vacuum cleaner parts catalog. 
Write Dept. M. 


VACUUM CLEANER SUPPLY CO. 


10615 St. Cieir Ave. ° 


Cleveland 8, Ohio 





MIDGET COLOR BAND 
Red Heat Replacement Coils 
for Ranges, Hot Plates, Etc. 


Limited Shipments on AAS V-3 Rating 
OMP Reg. 9-4 


Identifeation Outside Suggested 

Color Wattage Diameter Resale 
500 ‘ -75 
Green 500 -218 75 
Blue 600 .223 85 
Black 750 .194 95 
Silver 750 230 95 
Stripes 750 .237 95 
tars 1000 .202 1.05 
1000 .235 1.05 
Brown 6oow 156 -40 


Deslers Discounts: Less than 10—S5 
10 4&4 ever one wlor—i0% F. 0. B. Tacoma 

MIDGET HEATER AND SPECIALTY COMPANY 
Mechanical and Electrical Specialties 

2801 PACIFIC AVE. TACOMA 2, WASH. 


SALESMEN AVAILABLE 

16 YEARS selling experience, San Fr Nciseay 

age 31, reliable, bondable, married, w, 
lines for distribution in Central C liforniy 
will invest. SA-704, Electrical Merchang 
ing, 68 Post Street, San Francisco 4, (al, 
TO REPRESENT manufacturers. Two q 

ifled salesmen will establish distributy 
and dealers in Michigan for post-war prog 
ucts. SA-705, Electrical Merchandising 
W. 42nd St., New York 18, N. Y. , 
SALES MANAGER, 25 years Public Utiligy 

experience. Well versed in buying, budge, 
campaign lay-outs, dealer relations, aggre. 
sive merchandising, load building, fas ang 
electric; desires position as Merchandisj 
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necting 
available 
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and distri 
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Director with Utility covering several towns RUSS 


or cities, planning on intensive post-q, 
merchandising. Any section of country, gy. 
706, Electrical Merchandising, 330 W. 44 
St., New York 18, N. Y. 
SALES TRAINING director. Now servingy 
assistant with major appliance manufy. 
turer. Seek greater responsibility and Op 
portunity, immediately or post-war. Tho. 
oughly experienced at most phases of saly 
training and sales promotion, including «& 
velopment and follow through of trainin 
programs, sales manuals, sales meetings, om. 
tests, etc. Confidential interview want 
SA-707, Electrical Merchandising, 330 ¥. 
42nd St., New York 18, N. Y. 


REPRESENTATIVES AVAILABLE 











MANUF) 








MANUFACTURERS AGENT; 27 years § 

Wisconsin territory. Desires post-war cq. 
nections. Will handle billing it necessary, 
Box 530 Madison, Wisconsin. 


WESTER 
355 Ma 


es 





MANUFACTURERS PLANNING post-w 

expert. Aggressive organization 15th yw 
of successful business possessing live co. 
nection in principal markets of Lat) 
America interested in foreign distribute. 
ship of quality lines of radio, refrigeraton 
washing machines and other home app): 
ances. For particulars write RA-687, Ble 
trical Merchandising, 330 W. 42nd St., Ne 
York 18, N. Y. 


__—_- 
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Se 
This o1 
of Experi 
store, util 











FREE 2.i.; "5; FREE 


Washing Machine & Vacuum Cleaner Parts. 


Save money by ordering all your supplies 
from one dable source. 
Quality, Service, Low Prices 


MIDWEST APPLIANCE PARTS CO. 
2720-22 W. Division St. Chicago, 22, Ill. 














LS 





7 
WHITE SOFT CUSHION 
ALL SIZES FOR IMMEDIATE DELIVERY 
COMPLETE LINE OF WASHER PARTS 
AMERICAN ELECTRIC WASHER CO. 
1766 E. 55th STREET CLEVELAND, OHIO 








300 PAGES! 


time in your service 


all makes 

of cleaners 

Piece your order now for this service help. 
Save 


NEW VACUUM CLEANER CATALOG 
1945 Editien 


34 mokes of cleaners shown 
60 pages of service information 
140 pages of illustrated perts 
3460 different models covered 


36,000 items ia stock 


No shop or repairman should be without it. 
mew what to order and where to get it. 





Werth $10.00 te any shop 
Sead for it 


Advance price $1 50 
now—peper shortage limits quantity on first printing. e 
PEARSOL APPLIANCE CORPORATION, 2122 Euclid, Cleve. 15, Ohio 


Largest Stock of Vac. and Washer Parts 











Now.... 


GENUINE PARTS 


R 
WASHERS and CLEANERS 
FROM ONE SOURCE 
Write for latest list which shows makes 
handled and discounts from published 
list prices. 
BROCKWELL ELECTRIC CO. 


Genuine Parts Exclusively 
106 E. 9th St. Chester, Pa. 











WASHING MACHINE PARTS 


“Any Part For Any Washer” 


Distributor for All 
Leading Manufacturers 


Write In 
For Complete Catalog 


WASHER SALES & SERVICE CO. 


10 Federal Street 
PITTSBURGH 12 


PENNA. 
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CHROMALOX UNITS 


SWITCHES AND PARTS 
FOR 
Standard and all makes of Electric Ranges 


F. N. CUTHBERT CO., Distribetors 
Toledo 2, Ohio 











ELECTRIC HEATING APPLIANCE ELEMENTS 
REPAIRED. WICHROCITE PASTE IS USED. 


ovens, etc. Simply overlap 
ends apply Nichrocite Paste and turn 
on current. Used by large utility com- 
panies. Generous trial order $1.00, 4 
oz., $2.50 1 pound $8.00. 


ADVANCE CO, Box 861 Minneapolis, Mian. 














SPECIALTIES 





Electrical Mangle Roll Pads and Covers 


Vacuum Cleaner Bags, Ironing Board Pads 
and covers, washing and ironer covers, Ohio 
Textile Specialty Co., W. 54th, Cleveland, O. 








NEW ADVERTISEMENTS 





Received by October 23rd will appear in the 
November issue subject to space limitations. 





This 
WHERE TO BUY 


Section 





ELECTRICAL MERCHANDISING 











ESTABLISHED SALES agency in Paci 
Northwest desires electrical house appli: 

ance lines and other electric lines have lin 

wire sales organization and own warehow 

with established jobber accounts give com 

plete post-war plans. RA-690, Electrical Me. 

Y ~ errs 68 Post Street, San Francisco} 
al. 





WELL ESTABLISHED wholesale Plumbiy 

and Heating Supply Co. in San Diego, Cali 
is interested in handling home appliances a 
a distributorship basis. San Diego Pipe t 
Supply Co. Box 325ESD, San Diego 6, Calit 


MANUFACTURERS AGENT: 16 years & 

Ohio territory, desires radio and electric 
appliance connections. P. O. Box 1512, Colum 
bus, Ohio. 


LINES WANTED: A sales organization cove 
ing the states of Pennsylvania, Ohio, Wat 
Virginia and Indiana. Wishes to rep 
the manufacturers of electrical appl 
refrigerators, washers, ironers, Vv 
sweepers, deep freeze radios etc. The mu 
connected are well known in this field ha 
been dealers and distributors. RA-708, 
trical a amet 330 W. 42nd St. 


HOUSEHOLD 
ELECTRICAL APPLIANCES 


Progressive well established British 
Company desires link-up with America 
Manufacturer to secure exclusive Bri 
ish Empire and European Sales Ds 
tribution of their products. 

Willing to equip assembly and servia 
plants and if necessary will part fabricas 


Principals will visit United States wh# 
sottetestery contact established. Wr 
x No. 


BO-709, Electrical Merchandising 
330 West 42nd St., New York 18, N.¥% 


INVENTION NEEDED 


Established, well financed man 
facturer with national distribution is 
interested in new products for post 
war manufacture and sale. Inter 
ested primarily in domestic electti- 
cal appliances. State nature o 
device but do not send drawings of 
details unless patented. 


P. O. Box #322 
Rochester 2, New York 
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Position Wanted 
DVERTISING — PROMOTION EXECUTIVE — 
practical experience in retail, wholesale 
q@ manufacturing advertising, sales promotion, 
Malogues and direct mail. Background in house- 
id appliances, furniture, hardware, machinery 
d trade association. Handle copy, layout, direct 
otography and printing productions. 
go position. Now Ady. Mor. with 
ufacturers. 
8%, Electrical Merchandising 
Michigan Ave., Chicago 11, Ill 














“S| Position Wanted 


\DVE Sales Manager—Twenty years in the Major 

a Appliance Industry is interested in con- 
necting with manufacturer with territory 
available covering Pa., Ohio, W. Va., 
western N. Y. or a part thereof, making 
Pittsburgh headquarfers. 


; neiseay Background covers organizing, promotion, 
+ Wanye advertising, sales training in consumer, 
lifornig ler, dep't store, public utilities, chain 









rchandisff and distributor operations. Fine record of 
al. nnel selling and contact and develop- 


Two quale ment of wholesale and dealer salesman. Well 


istributoy wn in territory. Please to give all infor- 
, 1r Droie mation desired upon request. 
ising, % 


§A-696, Electrical Merchandising 


lic Uainll «0 N. Michigan Ave., Chicago 11, IN. 











E. budgets 











RUSSELL & COMPANY 


MANUFACTURERS REPRESENTATIVES 








OFFICE AND SHOWROOMS 
WESTERN MERCHANDISE MART 
1355 Market St « San Francisco 3, Calif. 


UNLIMITED OPPORTUNITY 
FOR DISTRICT 
REPRESENTATIVES 


There is no ceiling on this oppor- 
tunity for several District Repre- 
sentatives, to be added immediately 
to the field organization of Com- 
bustioneer, leading and _ pioneer 
maker of automatic coal stokers for 
homes, commercial buildings, apart- 
ments and factories. Combustioneer’s 
consistent record of saving money 
and labor and preventing fuel wast- 
age—plus wartime publicity on fuel 
conservation, has added tremendous 
impetus to sales which have steadily 
accelerated over the past 10 years. 
So if you have the ability to fran- 
chise and work with distributors 
and dealers, this is an unlimited 
opportunity to cash in on great im- 
mediate and continuing sales. Pro- 
tected territory, salary and commis- 
sion. Write, giving details which 
will warrant a prompt interview, to 
Sales Manager, 


COMBUSTIONEER 
Springfield Ohio 








Salesmanager wanted 


St. Louis and vicinity, Aggressive Home Ap- 
pliance Organization wants successful sales- 
manager with record of proved ability. 
SW-702, Electrical Merchandising 
620 North Michigan Ave., Chicago 11, Ill. 












Sales Promotion Manager also 


WANTED? saesmen 


A client of ours—a nationally known manufacturer of 
a fine line of small electrical appliances— wants five 
top-flight salesmen. Experience in selling similar mer- 
chandise to wholesalers and retailers essential. Several 
attractive territories are now open: 

1. Southwest—with headquarters in Dallas, Tex. 

2. Southeast—with headquarters in Atlanta, Ga. 

3. Middle West— with headquarters in St. Louis, Mo. 


4. Middle West—with headquarters in Chicago, Ill. 
5. Central West—with headquarters in Columbus, O. 


Other territories may become available. Salary and 
bonus arrangement offers satisfactory income for the 
right men. Tell us about yourself in a letter covering 
personal background, selling experience, education, 
nationality, and why you think you're the man for the 
job. If possible, send recent photo (not returnable). 






FIVE 





Write Dept. 101, Batten, Barton, Durstine & Osborn, Inc. 
383 Madison Avenue, New York City 17 


ded. Write your full qualifications. 













Manufacturers Agents 
Selling Organization 


This organization is composed of the 
.-687, Ble- men in the wholesale field with years 
| alone in consumer, dealer, dep’t. 
sore, utilities, chain and distributor con- 
in Pack tacts. Every man known throughout terri- 
ouse appl uy and capable of organizing, trainin 
sa have lin promotion to dealers, distributors an 
warehout§§ their sales personnel. 
steical Meg Imterested in Major and Small Electri- 
*ranciseo 4 2 Appliances, Radio, housewares and 
ties covering Pa., Ohio, W. Va., 





SALES MANAGER WANTED 


Nationally known manufacturer of 
quality floor and table lamps estab- 
lished over 20 years and located in 
Chicago, wants Sales Manager. Avail- 
able now or within 60 days. He 
will sell and manage progressive 
sales organization for coast to coast 
sales to public utilities, hotels, and 
furniture departments. Give com- 
plete and specific information, in- 














————& Wenern N. Y. e invite your inquiries. 4 ; 
Bag Write cluding past earnings. 
liances @t 
yo RA-697, Electrical Merchandising SW-695, Electrical Merchandising 
go 5, Calit #20 N. Michigan Ave., Chicago 11, I1l. 520 N. Michigan Ave., Chicago 11, Ill. 
6 years » 
1d electrical 
1512, Colum: 





———$—$———— 


axion owe Hl Manufacturers Representative 


‘° repre] ROCKY MOUNTAIN TERRITORY 
% The wal Specializing in Musical Instru- 
“field havi] ments, Electrical Appliances since 
A= 108, Foe) 1924. We can give you the finest 


dealer & Wholesale contacts with 

our Organization. We know our 

territory. New Mexico-Colorado- 

Wyoming-Montana-Utah, Nebraska- 
Dakota. 







ANCES| 








ec. iw Drug jobbers and many Baltimore coneern financially sound, rated A+Al 
W. H. CONNORS CO. summer cottages, etc. retail, outlets. Also Dept. | and Chain _ Stores osires ines on household appliances tor state ef 
‘amili romotio! premium selling . in. ° 
pd British 390 Ash St. Beaver, Colorado RA-703, Electrical Merchandising all. Gumadasion — a dential. se at ce 
| America . 68 Post Street, San Francisco 4, California RA-699, Electrical Merchandising RA-701, Electrical Merchandising 
usive Brit 330 West 42nd St., New York 18, N. Y. oO. ee ee, ew Tere oe, TF, 
Sales Di 


Attention 
RADIO MANUFACTURERS! 


Manufacturers’ agent wants for postwar 
sales, a popular-priced, trouble-free, mod- 
ernly-designed, portable radio set with a 
snappy name that can be merchandised 
in volume thru existing jobbers and deal- 
ers. One model—one style—one color— 
one price, to satisfy the great Northern 
California market for a “second radio” 
for the bedroom, kitchen, den, playroom— 
also apartments, rooming houses, hotels, 





SALES MANAGER 


Unusual opportunity for 
unusual type of man 


We are looking for a man who has 
had wide experience in the mer- 
chandising, distribution and pro- 
motion of quality radio receivers. 
He should be able to recognize 
good radio design and style, and 
have the "know-how" to push 
them vigorously. We prefer a 
man who has a thorough knowl- 
edge of the field, with a large 
dealer following. We are a well- 
known manufacturer of radio and 
electronic equipment, and we are 
prepared to offer an extremely in- 
teresting proposition to the right 
man. Please provide background 
and particulars in first letter. 


SW-700, Electrical Merchandising 
330 West 42nd St., New York 18, N. Y. 








CALIFORNIA 
POST-WAR PLANNING 


We are building up a special wholesale 
department of electrical appliances, 
Preferably table-model types. 

_ Our existing organization offers facili- 
ties for c stock, a showroom in 
the Los Angeles business center, and an 
a ape selling staff calling regu- 
larly on the California retail trade. 

On our books is a successful record 
of the best stores in this market. There- 
fore a thorough knowledge of mer- 
chandising is secured, 

We wish to make contacts with relli- 
able manufacturers interested in the 
California market, if possible on the 
basis of an exclusive arrangement, in 
order to start operations as soon as 

vilian production will be released. 


BLUE WHITE PRODUCTS INC. 
Merchandise Mart Building, 
712 S. Olive Street 
Los Angeles 14, Calif. 








MANUFACTURERS 


Seeking competent, conscientious and intensive rep- 
resentation in the Philadelphia 








ATTENTION 
APPLIANCE MANUFACTURERS 
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RA-683, ELECTRICAL MERCHANDISING 
520 North Michigan Ave., Chicago ll, IL 


ndising 
c 18, N.Y 














TRANSFORMERS 
110 to 220 volt 


» Westinghouse, autowound, capacity 












Prominent Saint Louis Wholesaler 


Amply financed, large warehouse, large sales organization is in- 














man rx 50 wag 0" each anus of four terested in exclusive distributorship for radios, appliances, etc. 
ribution 1s Title eeice. . Immediate delivery. : ie 
oe Rice ucRiCTBIS, APPLIANCE EXCHANGE National or Spot coverage. All propositions considered. Personal 
‘ic electri —— . . 2 nel 
ome a interview arranged with principals. 
cwings ot Ur Swanson and Associates 
: NDU STRIAL DESIG N RA-694, Electrical Merchandising _ 
EXECUTING PRODUCT DESIGNS 
lew York POST WAR MANUFACTURING 520 North Michigan Ave., Chicago 11, Ill. 
N. Michigan Ave. Chicago 11, Ill. 
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A. L. Marsh, Resistance 
Wire Inventor, Dies 


He was coming down to the office 
a couple of times a week following a 
kidney operation a month or so ago. 
Sunday night, September 17, Mrs. A. 
L. Marsh came into the bathroom and 
found him lying unconscious. As she 
put her arms around him to help him to 
bed he slipped quietly to the floor and 
was dead. 

Thus passed A. L. Marsh, the in- 
ventor of the first practicable resistance 
wire which has made all of our modern 
electrical heating devices feasible. 


Life Paralleled Hughes’ 


He was a modern Prometheus. Like 
that Greek titan who stole fire from 
heaven, Mr. Marsh opened up a whole 
era of new kinds of devices from 
pyrometers to electric ranges. oe 


ly _— , his life parallels that of t 
late George Alexander Hughes, me 
took the newly invented resistance wire 


and built up the electric range busi- 
ness, and also died in September of the 
self-same kidney trouble that took Mr. 
Marsh. 

sorn in Pontiac, IIl., in 
Marsh took courses at the University 
of Illinois which interested him, dab- 
bling in a number of sciences which 
he later hitched together as a ground- 
work for his famous invention. It is 
interesting to note that the University 
of Illinois didn’t appreciate its famous 
son until he clicked. 

Incidentally his interest in science 
began with practical joke, played 
with sulphur and potassium chlorate 
which exploded under the feet of the 
principal of the Pana, Ill. high school 
which he attended. Chemistry could 
be fun, he found, so he specialized in 
it. 

ELECTRICAL MERCHANDISING, in its 
series on the evolution of the electric 
range, told Mr. Marsh’s story of his 
early experiments in Chicago. He 
first melted chromium in a blacksmith 
shop located at Jackson and LaSalle 


1877, A. L. 


Sts., Chicago, and darn near burned 
the place down, in the opinion of the 
blacksmith, 


Laymen who read about electric 
heating devices way back in the past 
century find it hard to understand what 
A. L. Marsh really did. While it was 
known that electrical current would 
generate heat when run through cer- 
tain kinds of metal for a long time, the 


PAGE 160 


trouble lay in the fact that the resist- 
ing wire burned up quickly and made 
the heating device useless. Carpenter 
in 1890 had partly solved this oxida- 
tion by embedding his wires in por- 
celain enamel and in Europe the Swiss 
with their cheap waterfall current 
had long had devices that ran at a 
low heat. But a resistance wire that 
would yield heat comparable to that 
ybtainable through flame was not pos- 
sible until the Marsh patent was issued 
Feb. 6, 1906, (811859). It was the 
turning point, and George Hughes, in- 
ventor of the electric range, frankly 
told this writer that he was merely a 
business man who made an application 
with something that had just been 
invented. 


Patent Fights 


There was something of a pioneer 
1 A. L. Marsh when he first started 
sroducing his resistance wire. “I did 
my melting in Evanston and brought 
the bars into the shop under my arm 
at 93 West Erie St., Chicago. It was 
much like Benjamin Franklin hauling 
papers in a wheelbarrow.” 

Such a revolutionary invention was 
bound to bring patent fights, and out 
oi the decision that Marsh won came 
one of the most intelligent licensing 
arrangements that was ever made. It 
was the suggestion of Owen D. Young 
yf General Electric, who proposed that 
everyone in the electrical industry 
should be permitted to take out a li- 
cense to use resistance wire. With 
so many manufacturers employing it, 
a rapid acceptance and use was pos- 
sible in a short time. 

William Hoskins furnished the capi- 
tal to organize a company to manu- 
facture the resistance wire, and called 
the firm the Hoskins Mfg. Co. Today 
located in Detroit, Mich. 

A. L. Marsh left three sons and 
daughters, a wife and his old mother 
is still alive. He was awarded the 
Wetherill Award given by Franklin 
Institute of Philadelphia in 1936. Ket- 
tering of General Motors got one at 
the same time. In 1941 he was given 
the Albert Sauven Award for out- 
standing accomplishing in metallurgy. 
It was granted by the American So- 
ciety for Metals at the American Metal 
Congress.—T.F.B, 
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The Importance of Getting Ready By L. E, Moffatt | 


Should the Dealer Join an Associated Chain? 
By Tom F. Blackburn 18 


As chain groceries, tire stores and mail order outlets come to Main 
Street, it is natural for the appliance dealer to wonder if an asso- 
ciated chain isn't the proper way to meet this competition 


Right Now Dealers are Selling Electric Water Sys- 
tems By Lansdell Anderson 20 


Three Pennsylvania dealers describe their wartime operation in water 
systems 


Will They Come Back to Selling? By G. E. Stedman 24 


Survey of over 300 former salesmen now employed in war plants reveals 
post-war thinking on this important subject 


Jobs After V-Day Theme of League Meeting......... 27 


Ninth annual conference of International Association of Electrical 
Leagues covered many important topics 


What Do Dealers Want? By R. H. Cockfield 28 


Los Angeles Bureau of Power & Light interviews its dealers before 
formulating post-war plans 


Servicing Electromaster Ranges.....................0605 30 


One Dealer's Slant on Television .......................5. FY 


The boys at South Side Radio, St. Louis, examine future prospects 
and problems 


Helping Dealers Plan for Post-War By Clotilde Grunsky 36 


The P. G. & E. Co. provides basic market facts on all phases of their 
business and community to aid dealers in getting ready for selling 
days ahead 


In a Small Store Furniture Doesn't Fit................... 39 


Michael's radio and appliance store in Trenton, N. J. experimented 
with furniture when appliances went out 


Is It True What they say About Dixie? ................ 4l 


Dixie Sales & Service, Birmingham, Ala., say it is and make friends by 
turning out real washer repair jobs 


Give Them Service Today ......................6.0000005 4] 


Butz Bros. Chambersburg, Pa., are confident consumers will stick to 
the dealer who gives all-out wartime service 


Goodwill in Wartime 
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NOVEMBER, 1944—ELECTRICAL MERCHANDIS! 
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is boosting washer sales for you! 


ES, Lovell advertising is still hitting more than 

nine million women right where it pays off—in 
The Saturday Evening Post, Good Housekeeping, 
True Story, and Parents’. This attention-getting 
advertising tells them why they don’t have to be 
muscle-women like Winnie if they have a Lovell 
Pressure Cleansing Wringer. Why? Because it does 
90% of their heavy lifting! 
And that’s just ove of the reasons why women will 
say, “Make mine Lovell-equipped” when they’re 
buying new washers from you again. Even though 
we're not making any new equipment yet, we're 
telling readers that it’s not a day too early to get their 





names on their dealer’s list. So prepare yourself now 
for a whopping batch of orders for washers with 
Lovell Pressure Cleansing Wringers. Lovell is still 
the “wringer that helps sell the washer!” 


NINE REASONS WOMEN WANT LOVELL 


|. Modern design. 5. Quick, positive pressure release. 


2. Hand-made rolls. 5. Instant reset lever. 
3, Rustproof steel frames. . Automatic drain flumes. 
4, Balanced adjustable pressure. {. Oilless, soilless bearings. 


9. Automatic roll stop on Deluxe Models. 





A Great Wew LinE 
OF KEFRIGERATORS ! 





























A most important answer to—WHAT’S AHEAD FOR KELVINATOR RETAILERS? © 


Here's what Kelvinator retailers can look forward to in the and more profits per dealer. " 
great postwar refrigerator market to come: 


—A “‘retail-minded” merchandising program designed to give 
—In the first postwar models—to achieve maximum produc- new impetus to Kelvinator’s outstanding pre-war successes 
tion as quickly as possible for Kelvinator retailers—there . +. @ program to enable Kelvinator and Kelvinator retailers 
will be few changes. But these changes will be important to work even closer together than ever before in attaining o 
ones . . . incorporating as many improvements for better common goal of more sales per dealer. 
food preservation as is possible in present cabinet styles. 


Here is the cornerstone in the Kelvinator retailer's great 
—Later, a completely NEW postwar line of refrigerators incor- 


postwar opportunity to build a sound, highly profitable, 
porating a startling new conception of home refrigeration long-term business future. 
will be announced. Soundly engineered, brilliant new ideas 


in frozen storage facilities and high humidity cabinets can 
be expected. 


in addition: 


And remember . . . this same retailer will have in addition 

—the new Kelvinator Electric Ranges, the new Kelvinator 
Electric Water Heaters and the new Kelvinator Home 
Freezers. It means that the Kelvinator retailer will hold the 
—A genuine Selective Dealer Policy that means more sales most valuable franchise in the appliance industry. 


DIVISION OF NASH-KELVINATOR COR O L 
Kenesha + Milwavkee + DETROIT + 





Grand Rapids *, 


